\-guates Poght . 
acer ae bed 3 
rst 


RO 


——_ 


: y eee pee Boe 
SS ian ct Rian eas) yee as 


Advertising A 


THE NATIONAL NEWSPAPER OF MARKETING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, Ill., under the act of March 3, 1879. 


Vol. 14, No. 36 


September 6, 1943 


10 Cents a Copy, $2 a Year 


Rough Proofs 


Newsweek referred to the late Dr. 
William Lyon Phelps as a “home- 
spun literary oracle,” perhaps im- 
plying that you were never in doubt 
as to what he meant. 


7, wv F 


Westbrook Pegler didn’t like it 
when Time referred to his country 
establishment as an “estate.” These 
days the only safe place to brag 
about it is in your will. 


, a. ie 


Summer cooling and winter heat- 
ing are combined in the new Servel 
package, wrapped for postwar de- 
livery. And now what fountain 
manufacturer will offer a new 
model that will deliver sodas in 
summer and hot chocolates in snow 
time? 

7? 

Babe Ruth is appearing in person 
on the radio, and A. G. Spalding, 
the sponsor, hopes the Curtiss Candy 
Company doesn’t buy the station 
break announcement period im- 
mediately following. 


. i AR 


i Reader’s Digest, which panned 
Listerine and other tooth paste ads 
in the U. S. edition, carries its copy 
in the Portuguese version. This is 
a classic example of not letting 
your left hand know what the right 
is doing. 
ane 


Frank Walker, Postmaster Gen- 
eral, says the 20-year-old account- 
ing system of the department “is 
fundamentally. sound.” That’s a 
phrase Washington hasn’t heard 
Since 1930. 


mie: 


Arno Johnson’s ration book regis- 
tration figures give larger popula- 
tion totals for most metropolitan 
areas than does the Census, and 
you have just one guess as to which 
set advertising salesmen will use. 


ae) ae 


The Guide-Tribune, of Fremont, 
Neb., startled the world recently 
by printing an issue consisting of 11 
pages. Wonder who the lucky ad- 
Vertiser on Page 7 was? 


7 3 & 


When William M. Springer de- 
cided to join the advertising staff 
of Flying recently, he was probably 
yielding to what seemed to be the 
inevitability of fate. 

v 
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Lever Bros. will spend $50,000 
Promoting Atlantic City’s Miss 
‘America—1943, which seems like 
another superfluous effort to paint 
the lily. 

7 = + 


“Where else,” asks the Herald 
Tribune, referring to New York, 
“could you find so many Kentucky 
Colonels?” 

Not in Kentucky—publicity- 
Minded governors have planted 
More of them in New York and 
Other metropolitan areas than there 
Could ever be mustered together in 
the Bluegrass. 


a 


Gladys the beautiful receptionist 
Says she sees where the National 
Soup-Mix Association has been or- 
Zanized and she _ couldn’t help 
thinking of that old wheeze about 
East is East and West is West and 
hever the soup shall mix. 
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The Walter Winchell program 
topped the August 15 national 
ooper program ratings, and the 
Catch is that Walter wasn’t on it. 


Copy Cus. 
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The emphasis is on snapshots from home 

—not Blue Ribbon beer—in this latest 

morale-building advertisement of Pabst 

Sales Co. in newspapers and national 
magazines. 


Pabst Copy ‘Sells’ 
Home Snapshots 
for Servicemen 


Chicago, Sept. 2.—Eastman Ko- 
dak, Agfa Ansco and lesser known 
film makers had a brewer—Pabst 


Sales Company—to thank this week 


for any spurt in sales of their 
cameras and films. ' 

Via full pages in 140 newspapers 
throughout the country beginning 
Monday, Pabst hit hard on the 
theme of selling not its Blue Ribbon 
beer but snapshots from the home 
folks to the millions of boys in the 
armed forces. The same morale- 
building appeal appears in the Sept. 
2 United States News and is sched- 
uled to run in later issues of Amer- 
ican Legion Magazine, Eagle Maga- 
zine, Elks Magazine, Foreign Serv- 
ice and Newsweek. Total circula- 
tion of these media, according to 
Stanley Talbott, advertising man- 
ager, is in excess of 44,000,000— 
enough to assure 
an extra batch of 
snapshots in the 
serviceman’s mail 
from home dur- 
ing coming 
weeks. 

The latest ad- 
*vertise ment, 
which even goes 
as far as to sug- 
gest a list of hints 
in taking the kind 
of pictures most 
wanted, is only a 
part, however, of 
a home front 
campaign launched by Pabst sev- 
eral months ago in which routine 
selling copy finds no place. 


“Home Made Real” 


Dominated by a photograph of an 
informally-posed family group, in- 
cluding “Mom,” “Dad” and “Sis” 

(Continued on Page 45) 


Exposed! ... ) 
Admen’s Private Lives, 
in Getting Personal on 
Page 40. Other features: 


Stanley Talbott 


on oa eee 12 
Admen in the Armed Forces. . a 
Coming Conventions ........ . 38 
Diary of an Adman..... . 28 
Earnings of Advertisers.............. 39 
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Photographic Review . : 
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Rough Proofs ... a _ 
Voice of the Advertiser. . . 22 
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Cooperatives Push 
Drive Into Field 


of Manufacturing 


Now Control 81 
Mills, Factories 
and Refineries 


New. York, Sept. 2.—Without any 
fanfare of publicity and in spite of 
wartime problems, the consumer 
cooperatives of the country are 
forging steadily ahead with their 
expansion program which has 
already put them in the “big busi- 
ness” classification. 

In addition to conducting a three- 
quarter of a billion dollar retail 
business annually in the distribu- 
tion of goods and services, the co- 
operatives in the past few months 
have made several dramatic and 
far-reaching moves which have 
placed them in an important posi- 
tion as manufacturers. Eighty-one 
mills, factories, refineries and other 
productive works are now owned 
by the co-ops, in addition to 25 oil 
wells and 329 miles of pipeline 
which serve the consumer - owned 
refineries, according to the Coop- 
erative League of the U.S.A., with 
headquarters here. 

Cooperatives in Minnesota and 
Wisconsin have just purchased an 
additional food mill; Ohio co-ops 
have acquired a chicken hatchery 
in Columbus; and Eastern co-ops 
have just set in operation their own 
coffee roasting plant. 


Protect Supply Sources 


The league states that the reasons 
for the recent drive in the field of 
production are threefold: to make 
additional savings for the 2,500,000 
consumer-owners of retail coopera- 
tives; to protect and control the 
quality of the goods distributed; 
and to protect the sources of supply 
for co-ops now operating largely in 
the retail and wholesale fields. 

Murray D. Lincoln, president of 
the Cooperative League of the U.S.A., 
last week made the important an- 
nouncement that the Farm Bureau 

(Continued on Page 42) 


TATTLE-TALE GREY 


7} 
She thought Mary’s blouse was white 


Using the theme of comparative white- 
ness, Lever Brothers, Ltd., of Canada, 
has been running a series of advertise- 
ments in Canadian newspapers prepared 


by Ruthrauff & Ryan, New York. An 
unusual amount of care and time has 
been spent in getting models for the ads, 
and to show a fair comparison between 
the Rinso-white and the dull garment. 


Paper Curtailment 
Seen Inevitable 
for Next 9 Months 


Washington, D. C., Sept. 3.— 
Harold D. Boeschenstein, WPB 
troubleshooter for wood and wood 
pulp, indicated today that further 
curtailment of paper will be inevit- 
able for at least the next nine 
months. 

In an interview with ADVERTISING 
AcE, Mr. Boeschenstein said that at 
the present rate of pulp consump- 
tion, all reserves of the United 
States and Canada will be ex- 
hausted by next May. He said 

(Continued on Page 43) 


Last Minute News Flashes 


Harold Douglas Named B & B Account Executive 


New York, Sept. 3.—Harold F. Douglas has joined Benton & Bowles in 
an executive capacity, where his immediate responsibilities will be as 
account executive on the American Magazine and Can Manufacturers In- 
stitute accounts, both recently acquired by the agency. Mr. Douglas has 


been associated with Arthur Kudner, Inc., for the past 13 years. 


In 1931 


when Mr. Kudner headed Erwin, Wasey & Co., Mr. Douglas joined the 


agency as assistant to the president, 
formed his own agency in 1935. 


and went with Mr. Kudner when he 


Campaign Promotes Ration-Free Women’s Shoes 


New York, Sept. 3.—A new fall 


campaign for women’s shoes will be 


started by the Melville Shoe Corporation, owner of the Thom McAn shoe 
chain, Sept. 9. Copy for the 63 McAn stores which carry women’s shoes 


will appear in 20 newspapers in 18 cities. 


Starting Sept. 16, the copy 


will promote a new, unrationed gabardine shoe for women made entirely 
of fiber and fabric, with composition soles which are said to look like 


ordinary shoes and last longer. 


John A. Cairns & Co., New York, is the 


agency. John M. Jackson is account executive. 


Biow Places First Copy for 


Schenley Distillers 


New York, Sept. 3.—Schenley Distillers Corporation ran 1,470-line copy 
in New York newspapers this week, the first to appear placed by the Biow 
Company, appointed July 1 to handle advertising of Royal Reserve and 
Reserve brands. Copy is headed “Answering your questions: How are my 


chances of getting some Schenley R 


still enough available to enjoy—in moderation. 


oyal Reserve?” and explains there is 
Neither the agency nor 


company would reveal how extensive the campaign will be. 


Fawcett Starts Series in Four Film Papers 

New York, Sept. 3—Fawcett Publications this week began a new cam- 
paign in four publications, Film Daily, Motion Picture Daily, Hollywood 
Reporter and Variety, with a full tabloid-size page titled “The Fawcett 


Reporter,” made up in newspaper 


format and carrying Fawcett news 


stories and illustrations. The pages will appear once a week in each 
publication indefinitely. Hill Advertising, New York, is the agency. 


Radio Networks 
Anticipate Record 
Season This Fall 


Advertisers Buy More 
Time; Look for 
Bigger Audiences 


By IRVING GENATT 


New York, Sept. 2.—With the 
summer season rapidly declining, 
advertisers, agencies and networks 
are looking forward to the fall and 
winter ahead, vieing with each other 
for radio audiences which are ex- 
pected to be greater in number than 
at any time in years. 

Numerous factors combine to in- 
dicate that such expectations may 
be realized, and that radio people 
may enjoy one of the greatest sea- 
sons in their history. Blackouts 
have been a factor in keeping a cer- 
tain percentage of people at home 
after dark and with brownouts a 
not too distant probability, the stay- 
at-home percentage may be upped 
to some degree. Gas rationing, 
packed amusement places, bulging 
prices, high taxes, a desire to save 
money for the uncertain postwar 
period, and other factors point to 
= of radio’s biggest audiences this 

all. 

Indicative of this feeling is the 
trend shown by advertisers in seek- 
ing additional time on current pro- 
grams, or adding outlets to present 
schedules. With the return of stellar 
performers and top-flight programs 
after summer vacations, many ad- 
vertisers have already increased 
their time or expanded the number 
of stations carrying their programs. 


American Home Expands 


American Home Products Corpo- 
ration, a heavy investor in radio, re- 
cently increased two of its daytime 
serials, “Romance of Helen Trent” 
and “Our Gal Sunday,” from a CBS 
hookup of 117 stations, to take in 
127 stations. Blackett-Sample-Hum- 
mert handles radio for the Ameri- 
can Home account. 

John H. Woodbury Company, 
which sponsors the “Chamber Music 
Society of Lower Basin Street” for 
Woodbury’s soap, on the Blue Net- 
work, has increased this program 
from a quarter-hour to a half-hour 
show. Lennen & Mitchell is the 
agency. 

“Radio Reader’s Digest,” spon- 
sored by Campbell Soup Company, 
through Ward Wheelock Company, 
recently added 50 stations to its CBS 
lineup. 

“Jimmy Fidler From Hollywood,” 
sponsored by Carter Products 
through Small & Seiffer, has ex- 
panded to the full Blue Network 
from a 77-station hookup. 


Ford Takes Full Blue 


Ford Motor Company’s “Watch 
the World Go By” has also gone full 
Blue from a 129-station setup, with 
Maxon, Inc., the agency. 

R. J. Reynolds Tobacco Company 
will add eight CBS stations, all re- 
cent affiliates of the network, to its 
three shows which return to the air 
during September and October. 
William Esty & Co. is the agency. 

Grove Laboratories will expand 
its NBC lineup in October from 86 
to 90 stations for “Louise Massey 
and the Westerners,” through Rus- 
sel M. Seeds, Chicago. 

Lockheed Aircraft Corporation, 
through Foote, Cone & Belding, Los 
Angeles, added 15 stations for its 
“Ceiling Unlimited” program, heard 
on the CBS network. 

For Walter Winchell, Andrew 
Jergens Company recently added 
36 stations to its Blue hookup, mak- 
ing a total of 151 of the network’s 
165 outlets carrying the “Jergen’s 
Journal.” Lennen & Mitchell is the 
agency. 


No surprise was occasioned in 
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radio circles at the recent announce- 
ment of Amos ’n’ Andy’s return to 
radio under Lever Brothers spon- 
sorship. With the advent of another 
intensive season of broadcasting at 
hand, it could hardly be expected 
that this veteran radio team would 
remain absent from the airwaves. 


Caused Previous Trouble 


However, what did cause a mild 
ripple of speculation was Amos ’n’ 
Andy’s acquiescence to going on the 
air for a half-hour period once a 
week before a studio audience. It 
was this planned changeover from 
a 15-minute five-times weekly for- 
mat to a single half-hour period by 
the duo’s former sponsor, Campbell 
Soup Company, which was directly 
responsible for termination of the 
contract last February. Ruthrauff & 
Ryan handles the new radio show. 

“The Kate Smith Hour,” which 
last year became a half-hour show 
when advertisers all along the line 
were inclined to lop time off their 
shows under apprehension of war- 
time restrictions of consumer mer- 
chandise, comes back this fall as a 
full-hour show over the CBS net- 
work under sponsorship of General 
Foods Corporation. Young & Rubi- 
cam is the agency. 

“Lux Radio Theater,” which made 
its bow in July, 1935, returns to the 
air this fall for its eighth consecu- 
tive year as a full-hour show over 
the CBS network. Lever Brothers 
is the sponsor, with J. Walter 


Thompson Company the agency. 

Comparative newcomer in the 
classification of commercially spon- 
sored full-hour programs is U. 
Rubber Company’s Philharmonic 
Symphony, which set some sort of 
precedent in radio by contracting 
for an hour and a half program 
weekly over the CBS network. 
Campbell-Ewald Company is the 
agency. 


RCA Takes Hour 


Joining the select circle of full- 
hour sponsors will be Radio Corpo- 
ration of America, when its program 
“What’s New?” bows Sept. 4 on the 
Blue Network. J. Walter Thompson 
is the agency. 

Also heard on the Blue Network 
as a full-hour show is “The Good 
Will Hour,” sponsored by Ironized 
Yeast through Ruthrauff & Ryan. 

Two other programs are included 
in the 60-minute category. General 
Motors Symphony is heard Sunday 
afternoons over NBC through Arthur 
Kudner, Inc., and also on the same 
network American Tobacco Com- 
pany sponsors Kay Kyser on Wed- 
nesday nights through Foote, Cone & 
Belding. 

Almost without exception, all top- 
notch network shows will be back 
on the airwaves, with stellar artists 
in their accustomed niches. 

Only major air attraction which 
continues doubtful is Fred Allen, 
who up until the present remains a 
“holdout.” According to reports, 


Texaco Company will have to know 
definitely by Sept. 10 whether Mr. 
Allen plans to return to his CBS 


S.|Sunday spot so that it may proceed 


to round out its radio activities. for 
the 1943-44 season. 


NBC Lineup Heavy 


On the NBC network, General 
Foods will return Jack Benny 
(Young & Rubicam), and Maxwell 
House Coffee Time (Benton & 
Bowles); Lever Brothers. brings 
back Bob Burns (Ruthrauff & 
Ryan); Eddie Cantor returns for 
Bristol-Myers (Young & Rubicam); 
Charlie McCarthy-Edgar Bergen re- 
turn for Standard Brands (J. Walter 
Thompson Company); Johnson’s 
wax brings back Fibber McGee & 
Molly (Needham, Louis & Brorby); 
Bob Hope returns for Pepsodent 
(Foote, Cone & Belding); Informa- 
tion Please will be back for H. J. 
Heinz Company (Maxon, Inc.); Red 
Skelton returns for Brown & Wil- 
liamson Tobacco (Russel M. Seeds 
Company); F. W. Fitch Company, 
which moves its Bandwagon show 
to the Blue, will retain its NBC 
half-hour time to present another 
Bandwagon along the same format 
as the original, which features 
Freddy Martin’s band. 

Star-studded programs will like- 
wise return on the CBS network. 
Burns and Allen inaugurated the 
new season with their opening 
broadcast Aug. 31 for Lever Broth- 
ers (Young & Rubicam); for the 


same company, Lux Radio Theater 
returns Sept. 13 (J. Walter Thomp- 
son Company); Take It or Leave It, 
quiz show sponsored by Eversharp, 
opens Sept. 19 (Biow Company); 
Campana is presenting a new Cam- 
pana Serenade starring Dick Powell 
which begins Sept. 4 (Wallace- 
Ferry-Hanly); Elgin National Watch 
Company has resumed its Man Be- 
hind the Gun program (J. Walter 
Thompson Company); Let’s Pretend 
will go commercial for the first time 
in 13 years under sponsorship of 
Cream of Wheat, beginning Sept. 
25 (BBDO); Mennen shave cream 
opens a new show titled Ed. Sulli- 
van Entertains, beginning Sept. 13 
(Russel M. Seeds Company); Iron- 
ized Yeast drops its Lights Out pro- 
gram to replace it with Big Town, 
which this year will have another 
male lead, formerly held by motion 
picture star Edward G. Robinson 
(Ruthrauff & Ryan); and R. J. Rey- 
nolds still has a half-hour spot open 
on which it will present a variety 
show through Wm. Esty & Co. 


Blue Adds Sponsors 


Opening of the new season will be 
marked auspiciously by the Blue 
Network with the addition of sev- 
eral new sponsors and new pro- 
grams. Dubonnet Corporation 
makes its debut Sept. 4 with Your 
Dubonnet Date (William H. Wein- 
traub Company); Walter Winchell 
returns Sept. 5 after a summer va- 

(Continued on Page 41) 
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JOIN US IN LOOKING AHEAD... . 


One of the most encouraging things today is the 
attention both statesmen and businessmen are giving 
to postwar planning. *BPIC has long considered post- 
war planning of major importance, has hammered home 
its dollars-and-cents value for the past two years. 
Proof that our message has gotten across to exporters 
is the 52% increase in advertising in one of our Spe- 
cialized Export Publications alone! 

When we invite you to join *BPIC in looking ahead 


we know that you will get more than your money's 
worth in coverage of the drug, automotive, engineer- 
ing, construction and engineering fields, in specialized 


publications for each. 


if you are interested in the 


cash business of Latin America, choose the medium 
that gives you more than 80% paid circulation . . . 
wanted, paid-for and read by the men you want to sell! 
That's the record of *BPiC—one which no other export 


publisher can offer! 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 
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FARMALEUTICO 


published monthly in Span- 
ish, circulates to the Latin 
American INDUSTRIAL 
field. 


= 


published monthly in Span- 
ish, circulates to the Latin 
American CONSTRUCTION 
field. 


ublished penetty in Eng- 

h and circulating the 
AUTOMOTIVE TRADE in 
Asia. Africa, Europe and 
Oceania. 


Latin America, 


published monthly in Span- 
ish and circulating to the 
AUTOMOTIVE TRADE in 


published monthiy in Span- 
ish and circulating to the 
DRUG TRADE in Latin 
America. 
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Sixty Million 
Listeners to Hear 
Bond Drive Start 


Washington, D. C., Sept. 24 
line-up of 215 of the big time net. 
work radio programs, with an estj- 
mated listening audience of 60,000,. 
000 persons, will present specia) way 
bond sales messages during the 3rq 
War Loan drive, according to the 
latest Treasury figures. 

In addition to the national cover. 
age, the Treasury reports more than 
800 local programs have been built 
around high-ranking military off. 
cials and arrangements have been 
made for special shortwave pickups 
that will enable commentators ang 
fighters on actual battlefields to re. 
port on the progress of the war. 

The drive will start Sept. 9 with 
an hour-long variety show on al] 
four networks. The broadcast wil] 
conclude with an appeal by Presj- 
dent Roosevelt for the nation to re. 
dedicate itself to the war aims of 
the United Nations and for maxi- 
mum sacrifice to hasten victory. 

The Treasury plans to sell $15,- 
000,000,000 in bonds to non-banking 
institutions and individuals. A 
sales force of 5,000,000 workers will 
be directed by outstanding citizens 
in every state. 


Hollywood Stars Help 


For three-quarters of an hour, be- 
fore switching to the White House, 
the Treasury broadcast on the 
drive’s opening day will feature top 
Hollywood talent, arranged by the 
War Activities Committee. The 
program will include Bing Crosby, 
Gary Cooper, Burns and Allen, 
Dinah Shore, Edgar Bergen, Hum- 
phrey Bogart, Robert Young, Don 
Ameche, Jimmy Durante, Charles 
Boyer, George Murphy, Ronald 
Colman, Akim Tamiroff and Kay 
Kyser’s band. 

The Treasury anticipates that the 
four-network radio show will reach 
17,500,000 of the nation’s 28,838,000 
radio families, with a possible listen- 
ing audience of 70,000,000. The pro- 
gram will be carried on virtually all 
567 outlets of the four major net- 
works as well as most of the 324 in- 
dependent stations in the country. 
Hundreds of motion picture theaters 
will halt their performances to tune 
in the President’s message. 


ABC Postpones Its 
Annual Conclave 


Chicago, Sept. 1.—In a letter to 
members, P. L. Thomson, president 
of the Audit Bureau of Circulations, 
this week announced postponement 
of the bureau’s annual meeting, 
which had been scheduled tenta- 
tively for Oct. 14. However, the 
board of directors will hold its 
usual meeting in Chicago on that 
day, after which the bureau’s an- 
nual report will be published and 
copies sent to members. 

The constantly increasing burden 
on transportation and hotel facili- 
ties due to war conditions was 
given as the reason for the bureau’s 
action, and expressions from the 
membership have indicated unani- 
mous concurrence with the move. 

Members who have special sub- 
jects for discussion, or suggestipns 
for action, have been invited to 
submit their requests for informa- 
tion or suggestions by mail. 


500,000 


STOCK PHOTOS 


pe WRITE FOR INFORMATION 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CO. 


oF S. WABASH AVENU 
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It was almost unheard of...the way they turned 


to Newsweek! It began 


THE REVOLT OF N THE THINKING PEOPLE! 


7 ~ ot age 
i 
t. 


five years ago. Crucial 
things were happening all over the world. 
People needed honest, impartial 
reporting of 
the facts. 
They needed 


7 — id al 


signed opinions by 
m By 2 toby recognized authorities. Men 
: like Robey, Moley, Pratt, Lindley. 
They needed news significance, inter- 

preting the meaning of events and 
issues. And they needed studied 


predictions of the future. No 


wonder they turned to 
Newsweek! Circulation 


rose to more than half a 


million—an increase of 74%. 


And advertising revenue 


skyrocketed...among 


general magazines...from 


twenty-second to fifth place. It 


was a revolution, all right. But a 


revolution that had to happen! 


A WELL-INFORMED PUBLIC [1S AMERICA'S GREATEST SECURITY 
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= Mutual Plan on 
m= Daytime Disks 
m §€©Worries Nets 


New York, Sept. 2.—Undeterred 
by the sharp criticisms voiced by 
officials of competing radio net- 
works, the Mutual Broadcasting 
System is vigorously promoting its 
precedent-shattering plan of per- 
mitting advertisers to broadcast 
daytime transcriptions of popular 
evening shows at the much lower 
daytime rates. Mutual salesmen 
have been presenting the plan to 
big radio advertisers for the past 
two weeks. 

To date, a Mutual official said, no 
contracts have been signed, but the 
network has “a pretty good com- 
mitment from one sponsor con- 
trolling three shows.” 

“Naturally,” this official said, 
“many people strongly favor a new 
idea but don’t want to be the first 
to get their feet wet. Mutual is 
convinced it has a sound idea, par- 
ticularly considering the large num- 
ber of nighttime war workers who 
are unable to listen to the more 
popular radio shows.” 

As an inducement to advertisers, 
Mutual is offering to run the day- 


time transcriptions on a sustaining 
basis for 13 weeks, with the com- 
mercials omitted and this time used 
for government war messages with 
credit to the OWI radio allocation 
plan. At the end of the 13-week 
period Mutual is sure it could show 
an audience rating which would 
interest commercial sponsors of the 
programs. 

Critics of the plan not only con- 
sider it a revolutionary departure 
from radio precedent, but a poten- 
tial threat to the daytime pro- 
grams of other networks which are 
crowded with popular “soap operas” 
and other long-established features. 
In addition, it is held that if suc- 
cessful the plan might reduce audi- 
ences for night shows, and might 
even prompt stations to ignore the 
networks and buy the transcribed 
programs directly from the adver- 
tiser. 

To get around the Petrillo ban 
on musical recordings, Mutual plans 
to approach dramatic programs 
with musical interludes, such as 
“Can You Top This” of Colgate- 
Palmolive - Peet, “The Aldrich 
Family,” General Foods, or “Mr. 
District Attorney,” Bristol-Myers. 
The musical interludes would be 
blanked out of the transcriptions 
and played by musicians in the 
studio. 


Expects 20 Programs 
Mutual expects to have at least 
20 such programs lined up by the 
time the World Series is over, and 


place them on the air, four every 
weekday —_— probably from 
2 to 4 p. 

It is + that during the 
13-week trial run the advertisers 
will pay the musicians’ fees and 
the $12.50 for each minor performer 
and make special arrangements 
with the stars. President Miller 
McClintock of Mutual emphasizes 
the low cost by which an advertiser 
could build up a daytime, audience 
for his program by citing that “Can 
You Top This,” heard over NBC at 
9:30 p. m. once a week, costs about 
$11,650 a week, while the Mutual 
daytime cost would be but $3,375. 

The man behind the daytime 
transcript‘on idea is Allen de Cas- 


1400-MILE ‘GUN’ 
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Liquor Industry’s 
Biggest Job— to 
Fight Prohibition 


New York, Sept. 1.—The most 
important job at hand is to conduct 
“an effective campaign to combat 
increasing prohibitionist activity.» 
according to liquor industry mem. 
bers who responded to a question. 
naire sent out by Allied Liquor 
Industries, Inc. 

The campaign also should “offset 
with proper factual, accurate anq 
responsible information the false 
propaganda which is being widely 


tro, who recently joined Mutual St SS disseminated with the aim of de. 
from the Blue Network where he| “=:-——.. “=-",.. Soatzzznz | Stroying the industry,” the group 
was working on the same idea. Al-| SVvSsc "“=SS “ism... | declared. 

though two programs are said to| sSs2S=" os2c2 “..——- Results are based on a project 
have been signed up, Niles Tram-| %o—="2=5 “S=SE~--~ SSS rating scale listing current and 
mell, president of NBC and chair-| 22S%=Ssin SSsovnic .otcijcv= | projected activities of Allied, which 
man of the Blue executive com-| 3s SoSe mmm Inte: was sent to more than 1,400 indus- 
mittee, vetoed the plan because of| (“S25/crie. SI Se try members. 

its possible interference with long- The opinions of the leaders of 
established NBC and Blue daytime = the industry thus confirm Allied’s 
programs. When the Blue Network | "00LANMGAGISOUNE aap _veeoot woToR On | Conviction that one of its most im- 
was recently sold to E. J. Noble, [woman] | portant jobs is to respond to the 
Mr. De Castro joined Mutual at the toy He Bod! pe gens wl pera net wg = —_ 
invitati i , seas, who y enia 
ee. 6 As part of its institutional and public expressed themselves as being po 


Seeks Public Reaction 


“Critics of this plan have entirely 
forgotten one point in the discus- 
sion, and that is ‘What is the posi- 
tion of the public?’” Mr. de Castro 
told ADVERTISING AGE. ‘We have a 
straightforward proposition, and if 


relations advertisi 


the week of Aug. 
the "Big Inch" pi 


Water Associated Oil Co. released this 
copy in 1,000 and 748-line units in 160 
newspapers in 144 eastern cities during 


Largest Gun—and It's Trained on Hit- 


sing campaign, Tide | posed to any change in the present 
status of the alcoholic beverage 
laws for the duration,” the group 
declared. 

“The next most important project 
chosen by voters in the survey was 


the necessity to cooperate with 


30, paying tribute to 
ipeline as “The World's 


ler!" The ad also carries the "Back the 
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Yes! —and SONOVOX for the Voice 
You Can’t Help Remembering! 


Of course you’ve heard the Woodbury Singing Violins—but maybe 


you haven’t heard the entire story about this sweetest commercial 
ever broadcast! 


On Dec. 7, 1942, Woodbury added their memorable Sonovox signa- 
ture to “The Adventures of the Thin Man’’—just before that show 


was changed over to “Mr. and Mrs. North.” 


But despite the change 
in shows (and thanks to talking and singing sound!) the sponsor- 
identification factor had increased 20 points by March 31, at which 


time the Sonovox contract ended. . . 


. After the Singing Violins were 
dropped, the difference became immediately apparent, and on May 
18, Sonovox went back into the show. Now, at the latest report, the 


sponsor identification has climbed back 10 points! 


In other words . . . Sonovox does build sponsor identification. 


us show you the factual proof now available. 


Let 


WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound”’ 


FREE & PETERS, INC. 
Exclusive National Representatives 


NEW YORK: Poa’ SAN FRANCISCO: HOLLYWOOD 
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Woodbury, Woodburu: _" 
Skin You Love to Toue 


Some Typical 
SONOVOX PIONEERS 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


American Industries crap D 
Committee (Steel yA rive) 
McCann Erickson, 


Buick Meters _— tiies 
Motors 
Arthur = Inc. 


Cheoge. .| Miwoshes, St. Paul & 


Roche, *iWiiams & Cunnyng- 
ham, 


Col etitiiaites Peet Company 
el, Palmolive) 
ard Wheelock Co. 


Delaware, Lackawanna & Western 
Coal Co 


Ruthrauff & Ryan, Inc. 
Walt Disney Productions 
Emerson Drug Compan 

Bromo- Selizer) mr 


eee & _ oh Inc. 


i pany. (Paige n Brewin 
enspan an 
boon? Beers and Ales) 
Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 
Forum Cafeterias of America 
* J. Potts-Calkins & Holden, 
ne. 
Griesedieck-Western Brewery Co. 
(Stag Beer) 
Maxon, Inc. 


Grocery Store Products Sales Co. 
Inc. (Fould's Macaroni | Sees 
Campbell-Ewald Co., Inc. 

Chr. Hansen Laboratory, Inc. 
(Junket Quick a Mix) 
Mitchell Faust Advertising 
Company 

Andrew Jergens Co. 
(Woodbury's ee gg 
Lennen & Mitchell, 


Lever Brothers Co. (Lilebooy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. 
Batten, Barton, Durstine & 
Osborn, Inc. 

National Broadcasting Company 

Naval Aviation Selection Board 

Navy Seabees (U. S. Navy, 
Construction Battalions) 

Office of Civilian Defense 
(Region Six) 

Pabst Sales Com (Pabst Beer 
Warwick & on Inc. ’ 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 
Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 
Radio Corporation of America 
Ruthrauff & Ryan, Inc. 
Radio Station KOMA, 
Oklahoma City 
Alvino R on Ae his Orchestra 
(in all sts) 
—_ oil com ny, Inc. 
. Walter mpany, Ic. Co. 
U. ‘ Treasury Dept. 
Universal Pictures Company, Inc. 
("Larceny With Music’) 
Warner Brothers Pictures, Inc. 
(Thank Your Lucky Stars) 
Willards Chocolates, Ltd. 
Cockfield, Brown & Co., 
Vezompes Inc. (Nesbitt's 
California Orange Drink) 


Ltd. 


ATLANTA: (02 Palmer 
M 


Attack" slogan of the 3rd War Loan 
drive. Foote, Cone & Belding is the 
agency. 


the public should like it radio will 
have to accede. 

“Far from being destructive, my 
attitude is entirely constructive, and 
can be summed up in the simple 
sentence, ‘The public be pleased.’ 

“If the idea works there is noth- 
ing to keep other networks from 
doing the same thing. It will help 
all radio. 

“It also must be borne in mind 
that the number of persons working 
at night in war plants is estimated 
at four to five and one-half million. 
They are deprived of their custom- 
ary night radio shows and would 
welcome a daytime chance to hear 
them.” 

Edgar Kobak, executive vice- 
president of the Blue Network, is 
most critical of the 13-week free 
trial plan. The idea is so good, he 
holds, that a network doesn’t have 
to give time away. 

It was learned that the Blue 
intends to proceed with its rebroad- 
cast plan but since it wants to in- 
clude predominantly musical shows 
it expects to wait until the problem 
of the Petrillo ban on recordings is 
settled. 

Paul W. Keston, general manager 
of CBS, feels the Mutual plan will 
cut down the originality of pro- 


grams, and thus impoverish and 
devitalize radio. 
Niles Trammell, president of 


NBC, feels strongly that it is the 
duty to give the public live pro- 
grams and not transcriptions. 


Diamond Names Mattern 


The Diamond Alkali Company, 
Pittsburgh, has appointed J. D. Mat- 
tern manager of alkali sales, includ- 
ing the company’s principal heavy 
chemical products. Arch H. Cope- 
land and John Berdan have been 
named assistant directors of sales. 


military and civil authorities in 
places where there are large con- 
centrations of military personnel 
and war workers, in order to pre- 
vent and correct conditions hurtful 
to the industry and which would 
reflect unfavorably upon it. 

“The subjects selected as next 
most important in the order named 
are as follows: 

“Assisting in bringing about more 
scientific federal and state taxing 
systems; keeping a close check on 
black market conditions, bootleg- 
ging and bottle refilling; main- 
taining a research and _ statistical 
bureau; organizing committees of 
business, labor and community 
leaders; “grass roots” organizational 
work; effect stricter local law 
enforcement; issuing a news letter; 
serving as an information clearing 
house for the press and radio; 
conducting a women’s division, and 
developing postwar plans.” - 

A pamphlet entitled “Reaction to ‘ 
Action,” summarizing the results of 
the questionnaire on the project 
rating scale, has been prepared and 
is available at Allied headquarters 
in New York. 


Pittsburgh Area 
Forms War Ad Pool : 


To provide uniform promotional 
and publicity support for war pro- 
grams and campaigns, Pittsburgh 
business and industrial leaders have 
started organization of an advertis- 
ing fund pool to be used during the 
ensuing year. 

The organization is known as the 
War Advertising Fund for Allegheny 
County. Trustees include Clarence 
Stanley, president, Union Trust 
Company; A. W. Robertson, chair- , 
man, Westinghouse Electric & Mfg. 
Company; and H. E. Lewis, presi- 
dent, Jones & Laughlin Steel Corpo- 
ration. Contributions are being 
sought from industrial, banking and 
mercantile companies, associations 
and leading individuals. 


IN THE SOUTH’S 


50,000 WATTS 


THE GREATEST SELLING POWER 


‘NEW ORLEANS, 


CBS Affiliate 
Nat'l Representatives: The Katz Agency, Inc. 


GREATEST CITY 


CLEAR CHANNEL 
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1.—One Saturday night, Otterby was waiting at an 
airport for a late plane to take him home... . 


2.—and bought an early edition of a Sunday paper. 
He glanced at the comics, found them amusing .. . 


3.—and next Sunday, discovered the same amusing 
characters in his regular paper, and read some more... 


4.—Several months later, Otterby realized to his horror 
that he was an addict...and worried about his weakness 


5.—He observed that Mrs. Otterby read the Sunday 
comics too, but put it down to a woman’s weakness 


6.—Later, he was shocked to see old J. B. Boffingham, 
the banker next door, read the Sunday comics... 


7.—Coming home on the bus with Mrs. O. one Saturday 
night, everybody seemed to be reading Sundaycomics... 


THIA1L2IA94 


8.—Mr. O. pondered the popularity of Sunday comics, 
found every big Sunday paper had them, got an IDEA! 


9.—Why not advertise Otterby’s Outstanding Oyster 
Meal in Sunday comics? And somewhat warily, he did... 
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xe 194 
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10.—Sales of Oyster Meal climbed through all previous 
tops — so Otterby kept on with his advertising . . . 


11.—Next year, dividends were raised...OysterMeal was 
in everybody's mouth...and Otterby was a Public Figure! 


Also Obvious... 


The best comics are found in the best Sunday 
newspapers with the largest circulations. The best 
markets support the best Sunday newspapers . . . Mass 
forty leading big city papers, with more than 14,000,000 
circulation—and you have a truly national medium, 
reaching one out of two of the best buying families in 


the national market . . . reaching the whole family (75 % 
adult readership), reaching them regularly, at home on 
Sunday ... No other medium is so sure, so selective, 
so simultaneous, so concentrated and so comprehensive 
in coverage . . . Big space unit, four colors, low cost... 
Investigate now the most magnificent advertising 
opportunity of our times! 


Metropolitan Group . . + the first national newspaper network 


Sunday Comic Section Advertising in: Baltimore Sun * Boston Globe + Chicago Tribune * Cleveland PlainDealer * Detroit News * New York News * Philadelphia Inquirer 
Pittsburgh Press * St.Louis Globe-Democrat * Washington Star * Des Moines Register * Milwaukee Journal * Minneapolis Tribune + St. Paul Pioneer Press 
ALTERNATES: Boston Herald + Detroit Free Press * New York Herald Tribune * St. Louis Post-Dispatch * Washington Post * OPTIONAL ADDITIONS: Buffalo Courier-Express 
Cincinnati Enquirer * Columbus Dispatch + Dallas News * New Orleans Times-Picayune-States * Omaha World-Herald * Providence Journal * Rochester Democrat & Chronicle 
San Antonio Express +* Springfield Union & Republican * Syracuse Post Standard * METRO PACIFIC: Fresno Bee + Long Beach Press-Telegram * Los Angeles Times 
Oakland Tribune + Oregon Journal * Sacramento Bee * San Diego Union * San Francisco Chronicle * Seattle Times + Spokane Spokesman-Review + Tacoma News Tribune 


220 East 42d Street, New York + CHICAGO: Tribune Tower + DETROIT: New Center Building + SAN FRANCISCO: 155 Montgomery Street 
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In Washington... 


WPB Bid for 
Active Postwar 
Role Is Seen 


Washington, D. C., Sept. 2.—The 
biggest Washington story of the 
week, curiously enough, had noth- 
ing to do with the 1944 elections or 
the second front. 

More than that, the story did not 

take place in Washington, it took 
place in Chicagé. 
’ That story was a speech by Dr. 
Stanley F. Teele, deputy director of 
the WPB procurement policy divi- 
sion on “War Contract Cancellations 
and Cutbacks,” delivered to the war 
problems school of the Chicago As- 
sociation of Commerce. 

The talk went virtually un- 
noticed by the press when it was 
delivered Wednesday, but reporters 
have now discovered what they 
missed. Dr. Teele’s talk is recog- 
nized as one authoritative line of 
thinking on the reconversion poli- 
cies that will inevitably determine 
the character of postwar industry 
and labor. Beyond that, they are 
seen by some observers as a bid by 


WPB for an active role in postwar 
planning. 

It is no secret that Donald Nelson 
has had committees quietly examin- 
ing the postwar picture. WPB, nat- 
urally, as the agency which set up 
this 100% war economy, has a 
fatherly interest in its liquidation. 

Dr. Teele is WPB’s representative 
on the six-man inter-departmental] 
procurement policy board, headed 
by Brig. Gen. H. A. Browning, which 
is currently seeking a standard con- 
tract cancellation clause for all war 
contracts. Although the War De- 
partment has adopted its own policy 
guide, in Procurement Regulation 
15, it is generally believed that such 
an inter-departmental policy will be 
approved shortly. 

Dr. Teele based his termination 
provisions on a belief that when the 
war is finished, we must let nothing 
stand in the way of immediate re- 
sumption of normal activity, a view 
which contrasts sharply with some 
officials who favor gradual stoppage 
of war work. He posed three ques- 
tions, and told the business men 
present that it is time industry be- 
gan to consider what will follow 
contract termination. 

He said we must no longer delay 
in setting up machinery: To provide 
“quick cash” payments to firms 
prior to settlement of their claims; 
to work out “satisfactory methods” 
of compensating workers during the 
reconversion period of technological 
unemployment; to get unneeded raw 


materials, semi-finished war goods | 


and machinery out of the way. 

Dr. Teele proposed that a large 
percentage of the war contractors’ 
claims be paid promptly, without 
examination by contracting officers. 
Admitting that this opened the way 
for inflated claims, he declared “the 
risk will be relatively small, and in 
any event, that risk must be set be- 
side the risk to our welfare as a 
whole of delays in providing funds 
with which concerns can resume 
their operations and offer employ- 
ment.” 

He suggested further aid to con- 
tractors in the form of “V loans,” 
guaranteed by the government or 
made directly by it, and finally rec- 
ommended legislation enabling the 
government to purchase the claims 
of subcontractors, enabling them to 
get immediate working capital. 

Dr. Teele defended his proposed 
payments to labor by arguing that 
the only alternative would be to 
taper off war production even after 
the need for the products has disap- 
peared. “I will say frankly that I 
personally hope that we follow the 
policy of terminating contracts 
promptly as soon as the products are 
no longer needed,” he said. 

Dr. Teele revealed that the uni- 
form termination regulation con- 
tains a provision permitting the 
contractor to remove and _ store 
property at government expense, in 
order to expedite removal of war 
materials and machinery. 


AVE things 
Detroit? 
have. 


isc Sime we 


alone.* Detroit slumbers not 


nor sleeps. The 


busyness resounds throughout 
the world... . the fury of its 
product is unleashed on Ham- 
burg, on Berlin, on Foggia, on 
As a test market 
for the sale of any product 
Detroit cannot be equall- 
ed, for during the last three 
years over 400,000 people 


Salamaua. 


The Fox Theatre speclal “Swing Shift’’ performance startin 


Indeed they 
1,274,000 people 
are working in the Fourth City 


i 


changed in 
war plants 


roar of its 


job” from 


*Data from War 


g at 2 in the morning and playing to capacity crowds, 


have come here from all over 
America, bringing the popula- 
tion of the metropolitan county 
area to 2,900,000. The Free 
Press offers an exclusive method 
of reaching a huge portion of 
the well paid war workers.... 
the prosperous citizens of a 
great commonwealth. It is 
Detroit's only morning news- 
paper, enjoying the exclusive 
prerogative of being ‘‘on the 


eight in the eve- 


ning until ten the next 


Manpower Com- morning, in 378,000 
mission as of h 
July 1, 1943. omes. 


Che Detroit Free Press 
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Hoyt Rebuilds 
Operations Setup 
of OWI Branch 


Office of Program 
Coordination Has 
Duties Defined 


Washington, D. C., Sept. 2.—E. 
Palmer Hoyt, director of the OWI 
Domestic Branch, has completed a 
reshuffling of veteran OWI person- 
nel in an effort to fulfill his promise 
of increased reliance on established 
media. 

Without bringing in any new 
men, Mr. Hoyt and his staff have 
rebuilt the operational structure of 
the Domestic Branch general staff, 
filling in numerous key jobs some 
of which have been unfilled for sev- 
eral months. 

The reorganization reached deep 
into the OWI structure, particularly 
in the Office of Program Coordina- 
tion now under Robert Ferry, which 
was deprived of the control it for- 
merly held over OWI program man- 
agers. Although OPC was shorn of 
this important activity, its program 
clearance and allocation functions 
were vastly strengthened through 
a direct grant of power. 

OPC is to have exclusive traffic 
and production control; handle all 
contacts with the War Advertising 
Council and similar agencies on 
shop-wide programs; clear all copy 
platforms and time-tables; coordi- 
nate all media facilities required 
for the various programs; supervise 
all poster activities; coordinate all 
“single shot” activities, and handle 
all general program coordination 
and scheduling. 


Assistants Named 


As to personnel, Mr. Hoyt at last 
has two assistant directors, one for 
policy and the other to direct oper- 
ations. James Allen, who started 
as a deputy director, will be assist- 
ant director for policy, a job he has 
held for some time. The other 
assistant director job, with com- 
plete power over operations of all 
the Domestic Branch’s numerous 
bureaus, goes to Steven E. Fitzger- 
ald, formerly expert on government 
for the Baltimore Sun and until re- 
cently an OWI deputy director. 

All Domestic Branch bureaus— 
radio, news, moving pictures—will 
report to Mr. Fitzgerald, as will the 
six deputy directors. These deputy 
directors serve as liaison officers 
with other government agencies, 
and under the new arrangement 
will control campaign managers 
dealing with these agencies. 

Since almost all OWI deputy 
director posts have been vacant, 
following promotion of Mr. Allen 
and Mr. Fitzgerald, and resignation 
of Leo Rosten, Nicholas Roosevelt 
and James Rogers, Mr. Fitzgerald 
has equipped himself with a corps 
of new deputies. 

Only former deputy still on the 
job is James Brackett, who was 
liaison with the Department of 


Agriculture, OPA and WPB for 
conservation. He will coritinue to 
deal largely with conservation, 


meeting with WPB, ODT, Petroleum 
Administration for War, and in 
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addition, will handle Manpower 
Maritime Commission and recruit. 
ing. Program managers prepari 
campaigns under him include 
Brooks Darlington, onetime sales 
promotion chief of the Nylon qd. 
vision of E. I. du Pont de Nemougs 
& Co.; Clifford Sutter, formerly og 
N. W. Ayer, Crowell-Collier Pup. 
lishing Company and Geyer, Cop. 
nell and Newell; and Paul Morgan 
formerly in charge of advertising 
for Hull & Rickel, New York chem. 
ical firm. 


Four Deputies Appointed 


Four new deputies have been 
named, and one deputy post remains 
vacant. New deputies are Herman 
Hettinger, professor of marketing at 
the Wharton School of Industry ang 
Commerce, University of Pennsyl-. 
vania; Albert R. Whitman, on leave 
from Benton & Bowles; Herbert 
Little, formerly in the news bureay, 
and George H. Lyons, who recently 
submitted his resignation as chief 
of the news bureau. 

Mr. Whitman, who has handled 
food campaigns under Mr. Brackett, 
takes over as deputy director as. 
signed to the Department of Agri- 
culture, OPA and the War Food 
Administration. Serving under him 
will be two campaign managers; 
Maurice Hanson, formerly of J, 
Walter Thompson Company, and 
John Graetzer, formerly with the 
scrap process branch of WPB Sal- 
vage. Mr. Hanson is _ currently 
handling several sections of the 
“Food Fights for Freedom” cam- 
paign. 

Mr. Hettinger, who is well known 
as a marketing consultant to NAB, 
Bureau of the Census and FCC, will 
deal with the Treasury, Office of 
Economic Stabilization, Office of 
Civilian Defense, National War 
Fund, Red Cross and the War Hous- 
ing Administration. Noble Cath- 
cart, formerly assistant to the 
president of the Crowell-Collier 
Publishing Company, and S. QO, 
Lesser, free lance writer on busi- 
ness and economic subjects, will be 
campaign managers under Mr. Het- 
tinger. 


Little Aides Named 


Mr. Little, who has handled 
OWI’s labor news, will be liaison 
with the Department of Labor, Fed- 
eral Security Agency, WLB, NLRB, 
Department of Interior, War Pro- 
duction Drive and Production Infor- 
mation Committee. Charles Levitt 
and Robert Simpson, OWI campaign 
managers, will work under him. 

Mr. Lyons, with Catherine Lan- 
ham as campaign manager for 
his agencies, will deal with the 
Army, Navy, FBI and news bureau, 
the post recently vacated by Nich- 
olas Roosevelt. A sixth députy is 
yet to be named to arrange cam- 
paigns on the nature of the enemy, 
and the United Nations, formerly 
handled by Robert Ferry. 

Mr. Ferry, as previously pre- 
dicted, will be chief of the Office of 
Program Coordination, a unit re- 
porting directly to Mr. Fitzgerald. 


Y & R Promotes Ziegfeld 


William K. Ziegfeld has been ap- 
pointed a vice-president in charge 
of copy in the Chicago office of 
Young & Rubicam, Inc. He has 
been head of the Chicago staff since 
December, 1941, and was copy di 
rector of the Ralph H. Jones Com- 
pany, Cincinnati, for five years pre- 
viously. 
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Tue Brannam Company, National 


~ You bet, 
\ there's something new 
under The Sun! 


It’s this: The Sun, newest of Chica 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 

“buy” in Chicago, for — 


with a relatively small expenditure. 


5) 


newspapers, 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


— With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 


CHICAGO'S MORNING TRUTHpove’ 


ives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 


Representatives 
Los Angeles, Memphis, New York, St. Louis, San Francisco, 
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The 
American Soldier 
and Sobriety 


Facts quoted direct from the official statement by 
the United States Government's Office of War Information: 
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PREPARED BY J. WALTER THOMPSON COMPANY 


Loose Talk 
‘can cost Lives! 


the most mileage 
out of your 


Shirts 
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PREPARED BY 
KENYON & ECKHARDT, INC. 


THE NEW YORK TIMES, SUNDAY, 


take 


YOUR GOVERNMENT WANTS YOU TO 


buy only what you iL) ted—— 
GT C of what you own! 


‘hers coretully halo te hie de aaah prepehacten ey) 
shells, If you keep your linoleum woxed, you save the cork that's necessary for life pre- 


use them again, there is more steel left over for tonks, There ore hundreds of things you 
con do to conserve: litrle things—but they alll edd wp. Below is @ special edition of The 


as vee Your ay | 
| white or 


| QO: ALL MANUFACTURERS who wish to convert 


their advertising to assist the war effort, those 
who still have large quantities of civilian goods to sell 
have the toughest problem. 


Yet some of these manufacturers have succeeded 
in developing ideas that really do a good job for 
Uncle Sam as well as for their own products. 


Above, we have reproduced advertisements by 


or 


live firms that have accomplished both tasks. That 
(hey have made a valuable contribution to the war 
effort is not just our opinion. 


It is the opinion of the advertisers who paid for 
the space. 
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BATTERIES 


Mrucked | shccia mot tere ie 
mi that 


and leak 


Five good jobs for Uncle Sam 


It is the opinion of the government groups closely 
concerned with the war subjects covered .. . the 


OWI, the OPA, and the WPB. 


The advertisements were prepared for: 

1. Brewing Industry Foundation, by J. Walter 
Thompson Company, New York 

2. John B. Stetson Company, by Kenyon & Eck- 
hardt, Inc., New York 

3. Cluett, Peabody & Co., Inc., by Young & Rubi- 
cam, Inc., New York 

4. R. H. Macy, by the Macy advertising depart- 
ment 


5. Liberty Mutual Insurance Company, by Bat- 
ten, Barton, Durstine & Osborn, Inc. 


ARRow SHIRTS 


PREPARED BY YOUNG & RUBICAM, INC. 


THE qe COLUMN STRIKES. 


and adds to America's critical 
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* Live, Drive, Work Sefely... SMASH THE 7th COLUMN... and Help Win the Wer 


PREPARED BY BATTEN, BARTON, DURSTINE & OSBORN, INC. 


We hope that showing these examples of what can 
be done to help government projects, even when the 
advertiser has a selling problem of his own, will in- 
spire other advertisers, faced with similar problems, 
to see what they can do. 


If you would like to have fuil-size proofs of 
these advertisements, you may get copies 
by writing the agencies who produced them. 


Young & Rubicam, Inc. ADVERTISING 
New York + Chicago + Detroit + San Francisco 
Hollywood + Montreal + Toronto 
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Shoe Retailers 
Told to Advertise 


“Value Shoes’ 


New York, Sept. 1.—On the as- 
sumption that there are still plenty 
of shoes on retailers’ shelves repre- 
senting no more than a 10% de- 
crease in quality from late 1941 
standards, Henry M. Spellman, re- 
cently appointed shoe division chief 
of the Office of Civilian Require- 
ments, proposed today to members 
attending a wartime conference of 
the National Shoe Retailers’ Asso- 
ciation that individual institutional 
advertising of “value shoes” as a 
forthright answer to those who still 
want a war model program for 
footwear, should be undertaken by 
the nation’s shoe retailers. 

“Yet no one talks about those 
shoes,” said Mr. Spellman, adding, 
“to the extent that you can find 
them on your shelves, I think you 
should let people know about them. 

“It’s not the kind of job that you 
should turn over as an industry to 
an advertising agency to do for you; 
I see it as a challenge to each of 
you to say it the best way you 
know how individually for really 
effective results.” 

The association received alarming 
reports that the prospect of the 
most critical shortages the shoe in- 
dustry has ever faced lies before it 
for the rest of the year. Industry 


leaders and government agency 
representatives attending the con- 
ference, which replaced the style 
conference of peacetime years, ad- 
vanced suggestions for merchandis- 
ing and promotional programs with 
the objectives of acquainting the 
public with the merits of reclaimed 
rubber soles, of which there will 
be many more made in the next 
few months. 

George Hess, chairman of the 
men’s shoe style committee, offered 
proposals for promotion and mer- 
chandising reclaimed rubber-soled 
shoes, the number of which will 
rise in women’s shoes, also, to offset 
sole leather scarcity. He pointed 
out that consumers so far had not 
been too enthusiastic about rubber- 
soled shoes, and urged that promo- 
tion keyed to military themes be 
used. 


Tells of New Material 


Mr. Hess cited recent national! 
advertising by one shoe manufac- 
turer which emphasized that the 
Army had adopted these soles after 
exhaustive tests and long search for 
extreme toughness and durability 
in a sole material other than 
leather. He stressed the advantage 
of referring to reclaimed rubber 


soles as something else, “for in- 
stance, Commando composition 
soles.” 


Lee Langston, executive vice- 
president of NSRA, presided at the 
luncheon session attended by about 
125 persons. Other speakers in- 


inl ai i 


cluded Harold Volk, NSRA presi- 
dent; Homer Rondeau, WPB wo- 
men’s shoe division head; W. W. 
Stephenson, shoe rationing chief; 
ana L. V. Hershey, WPB consultant. 


C-P-P Adds New Market 
Research Department 


Colgate - Palmolive - Peet Com- 
pany, Jersey City, has established a 
new market research department, 


F. J. Knittle Harry D. Wolfe 
incorporating two sections—adver- 
tising and product research, and 
sales research. 

Fremont J. Knittle, who has been 
with the company since 1939, has 
been promoted to manager of ad- 
vertising and product research. Dr. 
Harry Deane Wolfe, recently with 
the War Production Board, has 
joined the company as manager of 
sales research. 


INDIANA‘'S 


“The wite, the kids—and me— 

we're getting along just dandy. 

Next payday we’ll burn the 
mortgage on the house.” 


22ND 


“| haven’t missed a 
day’s work since 1934” 


@ Such family groups are typical of Fort Wayne. For here 
is a city of steady employment...of home owners...and 
children ...and household pets...and Victory gardens. 
Significant is the fact that in 1934 there were 11,000 
wage earners employed in Fort Wayne and during the 
latter years of the depression...1938 and 1939...16,000 
were employed. (Today the figure is 32,000.) 
Depressions don’t mean much in Fort Wayne. It’s a 
stable market—the kind of market that bears every evi- 
dence of continuing as a most dependable market when 
this global war is ended. 
The News-Sentinel is delivered by carrier to 97.8% of 
all homes in the City of Fort Wayne six days a week. 


Che News-Sentinel 


Fort Wayne's “Good Evening” Newspaper... Established 1§33 


FORT WAYNE, INDIANA 
a 


NATIONAL REPRESENTATIVES: ALLEN-KLAPP COMPANY e NEW YORK—CHICAGO— DETROIT 
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Private Lines 


WPB plans a nationwide broad- 
cast Sept. 13 to open its seven-point 
conservation drive. Tentatively 
scheduled to take part are Donald 
Nelson, chairman of WPB; Joseph 
Eastman, director of ODT, and Sec- 
retary of Interior Harold L. Ickes. 

* * me 


War Production Drive officials 
point to the advertising of the 
Bridgeport Brass Company, as an 
example of advertising as a social 
force in war time. The firm’s copy, 
mostly in local newspapers, stresses 
tolerance and joint labor-manage- 
ment responsibility for production. 
Recently the firm had a picnic for 
its 10,000 white and 2,000 negro 
workers. All ate and danced to- 
gether in complete harmony. 

ae ue ae 


A textile conservation drive is 
now in preparation of OWI. It may 
involve some space locally, but is 
designed chiefly as an informational 
campaign, 

* Me 

With the East suffering most 
from the gas drouth, Washington 
officials are watching with concern 
the drift westward of used cars. 
Some see a major crisis immedi- 


ately after the war when the East 
finds itself once more with gas and 
dollars, but no reserves of used 


cars. 
oo * ca 


A five-way method of helping 
alleviate the paper shortage has 
been adopted by some Mademoi- 
selle advertisers: Page space is 
split into sixths, with each of five 
advertisers taking one unit and the 
sixth unit devoted to an explana- 
tion that they’re all using smaller 
space because of the paper shortage, 

Bo oo * 


The story of industry and the 
American free enterprise system 
will be more strongly told than ever 
through all means of communica- 
tion when present plans of the Na- 
tional Association of Manufacturers 
jell. Its-public relations subsidiary, 
the National Industrial Information 
Committee, is adding new members 
which do not fall strictly within the 
NAM classification. It will be given 
more autonomy, and more authority 
to adopt its own policies. The new 
program has been outlined in detail 
and is expected to be adopted 
within the next month. 


Trade Ads Herald 
Renault Drive 
for Champagne 


Philadelphia, Sept. 2.—The value 
of advertising today, in a seller’s 
market, has a champion in L. N. 
Renault & Sons, Egg Harbor, N. J., 
vintner, who is announcing in 
dealer media a program of large- 
space color advertisements sched- 
uled for a list of 16 national maga- 
zines. 

The dealer copy, which will 
appear in the October issues of 
Beverage Media, Liquor Store & 
Dispenser and Wine & Liquor Re- 
tailer, and the November issue of 
Monopoly State Review, points out 
that the campaign “may seem to 
you to be somewhat foolhardy” in 
the face of the shortage of wines 
and champagnes, and follows with 
a statement explaining the com- 
pany’s action. 

“You may well ask, ‘Why—at a 
time like this?’” copy tells dealers. 
“Our answer is simple and direct. 
Renault American champagnes and 
wines have been known to dis- 
criminating Americans for almost 
three-quarters of a century. We 
expect them to be known for cen- 
turies to come. The present situa- 
tion is just a passing phase in our 
long-range viewpoint. It is our 
intention to keep the Renault name 
prominently before the American 
public as long as Renault products 
are on the market. In the long run, 
it makes good sense to advertise 
today in order to create a backlog 
of quality buyers for the day when 
the public can again be discrimi- 
nating in the selection of brands.” 

The consumer campaign will ap- 
pear in American Magazine, Bride’s 
Magazine, Cosmopolitan, Cue, Es- 
quire, Fortune, Glamour, Gourmet, 
Harpers, Harper’s Bazaar,- House 
Beautiful, House & Garden, Liberty, 
Promenade, Town & Country and 
Vogue, Gray & Rogers is the agency 
handling the account. 


Curtis Publishing 
Makes ‘Journal 
Staff Changes 


Philadelphia, Sept. 2.—The Curtis 
Publishing Company today an- 
nounced organization changes in the 
Ladies’ Home Journal. Two new 
positions were created and four 
openings made. 

Richard Ziesing Jr., formerly 
sales promotion manager, assumed 
the new position of publication 
manager. Ralph C. Ackerman, re- 
cently appointed Boston manager, 
becomes advertising sales manager 
in Philadelphia. Dwight W. Koppee, 
formerly in the publicity depart- 
ment, becomes promotion manager. 
Lester D. Olin, of the Journal’s New 
York advertising staff, joined the 
Philadelphia promotion staff. 

Fred Healy, vice-president and 
advertising director, outlined the 
new duties as follows: The publi- 
cation manager will be in charge 
of coordinating the Journal over-all 
program. He will sit with the edi- 
torial, circulation and manufactur- 
ing departments and with other 
company officers, and participate in 
the discussions of each department 
plan as they pertain to advertising 
sales. The sales manager, operating 
under the publication manager, will 
be in charge of the sales policies 
as they relate to advertising. The 
promotion manager will operate 
under the direction of the publica- 
tion manager and will be responsi- 
ble for the production of all adver- 
tising and promotion material in 
the interests of the Ladies’ Home 
Journal, 


Starts ‘Investor's Reader’ 
Merrill Lynch, Pierce, Fenner & 
Beane, New York, has started dis- 
tribution of a new pocket-size 
business and financial weekly, “In- 
vestor’s Reader.”’ Le Rue Applegate, 
formerly with the New York Times, 
is editor of the 24-page publication. 
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Why News Ik Censored. | 


21.425 Publications 


There is one outstanding and convenient source which the 


Management man uses to keep posted on the trend of national 
affairs—The United States News. 


The industrial advertiser, when he advertises in The United 
States News, knows that his copy is appearing in the midst 
of MUST reading—that Management is becoming familiar 
with what he has to offer. 


Of the 21,425 publications in the country The United States News is the only one 


that provides Management with a reliable blueprint of the trends of governmental 


action—trends that will influence every major policy and every important decision. 


DANIEL W. ASHLEY, VICE PRESIDENT IN CHARGE OF ADVERTISING 


FHE ONLY WEEKLY NEWSMAGAZINE DEVOTED ENTIRELY TO NEWS OF NATIONAL AFFAIRS 
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Phone Companies 
Double Ad Funds 
for Wartime Copy 


Bell System Alone 
Spends Almost 12 
Million Annually 


Washington, D. C., Sept. 1.—Tele- 
phone companies are spending more 
than $1,000,000 a month in all me- 
dia—double théir prewar budgets 
for promotion—to push their year- 
old advertising campaign to curtail 
unnecessary calls, a task force of 
the communications industry has 
reported to WPB. 

The task force was appointed as 
part of the WPB-industry seven- 
point program to conserve elec- 
tricity, communications equipment, 
fuels and manpower. Its report, 
submitted to J. A. Krug, director 
of the WPB’s Office of War Utili- 
ties, is one of the series which have 
already recommended a_ national 
“brownout,” and curtailment of 
display and ornamental lighting. 
WPB Chairman Donald Nelson will 
announce the full program next 
week. 

In its report, the task force de- 
scribes industry efforts to get the 
maximum use from existing equip- 
ment, with particular stress on the 
carefully planned advertising drive 
to reduce the burden on long dis- 
tance lines. and overworked local 
exchanges. It does not recommend 
further cuts in customer service. 

Complete figures for the indus- 
try’s advertising are not available, 
the committee reported, but the 
budget of the Bell System, which 
services 83% of the nation’s phones, 
was submitted as an example. It 
was noted that several thousand 
other companies are in the tele- 
phone business. 


Half to Advertising 


The Bell System is spending 
nearly $24,000,000 a year in cus- 
tomer relations, with nearly half of 
this earmarked for advertising in 
newspapers, magazines, radio sta- 
tions, posters and bill inserts, di- 
rected solely toward conservation. 
The total annual cost of Bell Sys- 
tem advertising is now $11,600,000, 
the remainder of the customer rela- 
tions expenditures being devoted to 
customer servicing, aid to members 
of the armed forces, and handling 
requests for new service. 

The committee pointed out that 
in normal times, the Bell System 
spends about $6,000,000 a year with 
copy largely devoted to sales and 
promotion. Less than 10% of Bell’s 
advertising is now devoted to these 
normal purposes, and even that sum 
has not been included in the $11,- 
600,000 wartime advertising budget. 

The bulk of the war advertising 
—$9,400,000 a year—is devoted to 
the long distance part of the pro- 
gram. Practically every type of 
medium is used, including 5,300 
newspapers, 300 magazines and 700 
radio stations. 


Circulation Is Extensive 


Bell System calculates that its 
display advertising in newspapers 
and magazines has a circulation of 


3,000,000,000 a year; it makes no 
estimate of listener impressions for 
its 190,000 radio announcements; 
and it claims 163,000,000 circulation 
for its bill inserts. 

The long distance drive was 
initiated in July, 1942, with the 
object of cutting down calls to busy 
war centers. It has gradually been 
stepped up to its present volume, 
with the emphasis now being placed 
on limiting calls to five minutes 
over conge3ted routes and on keep- 
ing the wires clear at night for the 
use of the men of the armed forces. 


Use Supplementary Ads 
A supplementary advertising 


campaign is carried on in 4,600 
newspapers and 200 radio stations 


requires special attention. This 
local or exchange aspect of the 
advertising costs $2,200,000 a year, 


in areas where the service situation | 


and is designed to meet specific 
local difficulties. 

Circulation of these special news- 
paper advertisements is at a rate of 
1,464,000,000 a year, and the num- 
ber of individual radio announce- 
ments is at a rate of 11,000 a year, 
with bill inserts totaling 144,000,000 
a year. 


Names Hill Agency 


Guaranteed Clothing Company, 
Jamaica, N. Y., has appointed Hill 
Advertising, New York, to handle 
its advertising. Newspapers in New 
York and Long Island will be used. 


Betts Named V. P. 


D. C. Betts, associated with Cana- 
dian Breweries Ltd., since its incep- 
tion, has been appointed executive 
vice-president. 


Four Name West-Marquis 


California Spring Company, man- 
ufacturer of springs, Trade-Wind 
Motor Fans, maker of blower and 
air-moving equipment for marine, 
aviation and industrial fields, Peer- 
less Electrical Products Company, 
manufacturer of transformers, and 
Security Valve Corporation, manu- 
facturer of special control valves, 
have named West-Marquis, Inc., 
Los Angeles, to handle their ac- 
counts. 


WDAK to Blue Network 


Station WDAK, Columbus, Ga., 
has become affiliated with the Blue 
Network as a supplementary sta- 
tion to the south central group. The 
addition of WDAK raises the total 
number of Blue Network affiliates 
to 166. 
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Alfred Steele Named 


to Treasury Position 

Alfred M. Steele, vice-president 
of D’Arcy Advertising Company 
New York, has been named as radio 
adviser to the Treasury’s War Fj- 
nance Committee, in charge of pro. 
duction of radio programs for war 
bonds. Although Mr. Steele takes 
over his duties just prior to the 
opening of the 3rd War Loan drive 
Sept. 9, the appointment will extend 
beyond the drive. 

With D’Arcy since 1941, Mr 
Steele has been responsible for such 
radio programs as Andre Koste]- 


anetz, “Spotlight Bands,” Morton 
Downey - Raymond Paige, and 
“Home Front Reporter.” He was 


formerly advertising director of 
Standard Oil Company of Indiana, 
and in 1939 was chief of the CBs 
Detroit office. 


Ready-to-eat cereals 


BATTLE CREEK made Battle Creek 

“ famous yesterday. 
ENQU | R ER Ready-to-shoot am- 

munition makes it 

Bs, ano famous today. Popu- 


lation 67,776. Write 
for new market map. 
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significant, as well, of the $420.88 average per family invested in “E” 
War Bonds . . . an accomplishment which sets a high mark for the 
entire nation. It indicates their determination to help end the war as 
soon as possible. We think, too, that it might well stand for the ease 


with which WJR and WGAR blanket two of America’s greatest markets 


. . . in war or in peace, 


BASIC STATIONS...COLUMBIA BROADCASTING SYSTEM 
G. A. Richards, Pres.... Edward Petry & Co., Inc., Nat'l Repr. 


them wear so proudly for their records in war production. It is 


THE ATTACK...WITH WAR BONDS 
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To some, the letter “E” is merely the fifth letter of the alpha- 
bet. To Detroiters and Clevelanders, it has more significant 


meaning. To them, “E” is the symbol of excellence so many of 
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Agencies Complete 
Plans for War 
Fund Drive 


New York, Sept. 2.—Top execu- 
tives of advertising agencies, public 
relations and publicity organiza- 
tions have pooled their talents to 
give the 1943 National War Fund 
Campaign an auspicious send-off 
om Oct. 4, when a _ nationwide 
proadcast will mark the official 
tart of the campaign to raise $250,- 
900,000 for 17 major war relief 
agencies. 

During the campaign, appeals for 
contributions will reach the public 


by radio, through magazines, news- 
papers, outdoor boards and posters. 

Thomas D’A. Brophy, president, 
Kenyon & Eckhardt, is chairman of 
the general publicity and advertis- 
ing committee. Other members are 
Edwin Cox, Bernard Lichtenberg, 
Thomas J. Ross, Raymond Rubicam 
and James W. Young. Henry M. 
Wriston, president, Brown Uni- 
versity, is chairman of public rela- 
tions for the Fund. 

A series of 55 advertisements has 
been produced by the publication 
advertising committee, comprising 
representatives of five different ad- 
vertising agencies. John P. Cun- 
ningham, Newell-Emmett Com- 
pany, is chairman of the commit- 
tee, and was assisted by Walter 
Weir, Howard Newton, Julian Field, 
Ted Patrick and William B. Smith. 
Edward Mante is supervisor of 
publication production. 


Portfolios containing the series 
of advertisements, dramatically 
portraying the need and purpose of 
the drive, will shortly be placed in 
the hands of local campaign com- 
mittees. Posters, billboards, pub- 
licity and feature stories will be 
available for use by local National 
War Fund Committees. 


Expect Wide Cooperation 


Every branch of business and in- 
dustry will be approached as pros- 
pective sponsors of the drive, which 
is expected to be given enthusiastic 
support by advertisers throughout 
the country. The drive is scheduled 
to run for a period of four weeks, 
but where local committees decide 
to continue the fund raising drive, 
they will be given all the support 
and assistance possible. 

While newspapers are expected 
to be the chief medium employed, 


other media will not be overlooked 
in making the drive a signal suc- 
cess. Outdoor and poster advertis- 
ing is under the direction of Paul 
Holder of McCann-Erickson, assist- 
ed by Carl Bondus, George Dearn- 
ley, Kerwin H. Fulton and Herbert 
Noxon. 

Radio will play a dominant role 
in raising the quota, with Joseph R. 
Busk of Ted Bates, Inc., heading 
the radio scripts and production sec- 
tion. Assisting Mr. Busk are Hea- 
gan Bayles, Maurice H. Bent, Hub- 
bell Robinson, Carl Swanson and 
Harold Wengler. 

On the publicity front the Fund 
will be given all-out support by an 
octet headed by Bernard Lichten- 
berg, aided by Carl Byoir, Gerald 
Swinehart, T. J. Ross, Harcourt 
Parrish, John W. Hill, E. M. 
Thierry, and David Hinshaw. 

The Office of War Information 
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This is one of a series of 55 advertise- 
ments produced by the general publicity 
and advertising committee of the 1943 
National War Fund Campaign as their 
contribution to raise $250,000,000 for 17 
major war relief agencies. A portfolio 
containing the series will be put in the 
hands of local committees. The cam- 
paign opens Oct. 4. 


has allocated network time for Na- 
tional War Fund radio programs 
during the four weeks which follow 
Oct. 4, and has also allotted time 
on local stations for special com- 
munity programs. 

The National War Fund was 
formed on the recommendation of 
the President’s War Relief Control 
Board, and presents a single, united 
appeal which eliminates competi- 
tion between relief agencies, saves 
time and effort of voluntary work- 
ers, prevents duplications and re- 
duces administrative expense. 


Dempster to Executive 
Staff of Roy Durstine 


William E. 
Dempster has re- 
signed as sales 
promotion man- 
ager of the New 
York World- 
Telegram to join 
the executive 
staff of Roy S. 
Durstine, Inec., 
New York. Prior 
to joining the 
World - Tele- 
gram, Mr. Demp- 
ster was head of 
sales promotion 
at the New York 


W. E. Dempster 


Herald Tribune for seven years. 
John O. Ellington, formerly with 
Pedlar & Ryan, Federal Advertis- 
ing Agency, and Newell - Emmett 
Company, has become a member of 
the agency’s creative department. 


Treasury Takes Randall 


Albert J. Randall, for eight years 
in charge of the outdoor depart- 
ment of J. Stirling Getchell, Inc., 
has joined the war finance division 
of the Treasury in Washington. Mr. 
Randall will work on the war bond 
outdoor campaign under the direc- 
tion of Thomas H. Lane, chief of 
the Treasury’s advertising section. 


. Published by GIRL SCOUTS 
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Can We Increase Paper 
Production 


An international committee has 
been appointed “to determine the 
facts concerning requirements, sup- 
plies, production and distribution 
of products of the pulp and paper 
industries.” The committee was 
appointed by the Combined Pro- 
duction and Resources Board and 
the Combined Raw Materials Board, 
representing the United States, 
Canada and the United Kingdom. 
Charles E. Adams, chairman of the 
board of the Air Reduction Com- 
pany and the U. S. Industrial Al- 
cohol Company, is chairman of this 
fact-finding committee. 

The appointment of such an in- 
vestigating body by international 
boards representing this country 
and two of its most important allies 
is in itself, it seems to us, highly 
significant. Since the production of 
pulp and paper, as well as the cut- 
ting of wood for pulp manufacture, 
have had a great deal of attention 
and discussion in the industries di- 
rectly concerned, as well as by pub- 
lishers and other paper consumers, 
it might at least be assumed that 
all of the available facts had been 
gathered and canvassed as a basis 
for determination of national poli- 
cies of production and distribution. 
Yet this apparently is not the case. 

It seems to be true that the im- 
portance of the pulp and paper in- 
dustries in the war effort was not 
properly emphasized in early dis- 
cussions of the status of the indus- 
try. Through allocation of neither 
equipment and materials nor man- 
power was any indication given by 
the authorities that paper was re- 


garded as one of the essential prod- 
ucts in the prosecution of the war. 
It is only recently that the manu- 
facture of pulp and paper has been 
given the status of an essential in- 
dustry, thus putting it on a basis 
where it may be expected either to 
hold or to increase the number of 


‘its workers. 


It has been generally recognized, 
we believe, that paper, in its myriad 
direct applications to war, where 
“paper work” of huge proportions 
is required to organize and carry 
out military programs, as well as in 
packaging the vast movement of 
supplies to the fighting fronts, is a 
prime necessity; and it has been 
further realized that from the 
standpoint of the public morale, the 
maintenance of our’ information 
services is a vital necessity which 
should not be curtailed except 
through absolute necessity. 

Up to this time most of the em- 
phasis has been placed upon de- 
creasing paper consumption. Con- 
servation measures have been 
widely employed, and the ingenu- 
ity of publishers and other users of 
paper has been extended to the full. 
Now, perhaps, we should devote 
more time and effort to planning 
increases in production. More wood 
can be cut, more pulp and paper 
produced, provided the necessary 
manpower and equipment are made 
available. Perhaps shifts in war 
requirements will make additional 
materials and workers available for 
the production of pulp and paper, 
now rightly regarded as a prime 
necessity for successful war effort. 


Safeguarding Private Enterprise 


Wilfred Sykes, president of the 
Inland Steel Company, and chair- 
man of the postwar planning com- 
mittee of the National Association 
of Manufacturers, has been doing 
a splendid job in presenting to busi- 
ness and the public the specifications 
for prosperity in the postwar era. 
One of the basic requirements is 
the maintenance of private enter- 
prise and individual initiative. 

Mr. Sykes goes further, however, 
in emphasizing the fact that the 
best safeguard for freedom of en- 
terprise is strengthening the com- 
petitive system. It is because of 
the play of competitive forces that 
industries compete among one an- 
other to provide greater values for 
the consumer’s dollar, thus insur- 
ing a steady increase in quality and 
a steady decline in price. And 


within the same industries competi- 
tion for sales means better design 
and manufacture and better values 
for the buyer. 

A number of promotional efforts 
are under way or are being planned 
at present, all related to insuring 
opportunity for the enterprise sys- 
tem to function in the postwar 
world. These should be helpful in 
educating the public, including 
workers and consumers, to the 
value of initiative and enterprise in 
expanding industry, insuring em- 
ployment and raising the standard 
of living. But the story will not be 
complete unless business at the 
same time disavows monopolistic 
methods, and pledges itself to main- 
taining effective competition, with- 
out which free enterprise would be- 
come only a meaningless phrase. 
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—The Merck Review 


“Perhaps the Sahibs would like something with a more pronounced riboflavin 
content, or graced by the will of Allah with the nutritional factors of thiamine 
and calcium pantothenate!" 


Ad-libbing 


Sterile Milk Cartons 


One could, if one desired, prove 
that the paper milk carton demon- 
strates the sterility, the lack of im- 
aginativeness, and the resistance to 
change of the advertising mind. The 
conventional milk container, for 
many years, was the glass bottle. 
Glass bottles are hard to decorate 
effectively. Ergo, glass bottles, for 
decades, had the name of the dairy 
and such essential information as 
the amount of milk in them, blown 
into the glass. And that was all. 
Then the glass people discovered 
that they could, without much dif- 
ficulty or expense, include a bit of 
color in their bottles, and here and 
there an enterprising dairy began 
to include its name, or maybe its 
coat of arms (showing a milk- 
wagon horse rampant) in color. But 
that was still all. 

Then came the one-way-trip 
paper container, still not too widely 
used, but used enough so that it is 
no longer a novelty. A paper con- 
tainer, unlike a glass milk bottle, 
fairly cries for printing. Its sur- 
face is not particularly attractive, 
the product does not show through 
in all its virginal whiteness, and 
there is nothing about the container 
itself to create any particular desire 
to own either it or its contents. 

But the dairy interests, including 
their advertising talent, apparently 
cannot realize that a container for 
milk must not necessarily be devoid 
of attractive or informative reading 
matter. The best they have been 
able to do is to stretch the name 
of the dairy and the description of 
the contents over a full panel, when 
it could easily (and more agree- 
ably) be done in a third the space. 
Then the panel is repeated on the 
reverse side, some innocuous mes- 
sage such as “Buy War Bonds” is 
set in 48 pt. type on the third side, 
and the fourth side is left almost 
entirely free for the only interest- 
ing reading matter on the carton: 
the name of the carton’s maker, all 
of his patent and pat. pending 
numbers, and similar choice tidbits. 

We have yet to see the milk car- 
ton that even pretends to make use 
of the sales and good will possibili- 
ties inherent in a rather extraordi- 
nary number of square inches of 
“white space” surrounding a prod- 
uct. One cannot help feeling, upon 
examining a milk carton, that all 
dairies are embarrassed by the size 
of the area éxposed to public gaze, 


and are unable to think of anything 
at all to put in it. 

Do you suppose that housewives 
who purchase milk in _ cartons 
would be outraged if one panel car- 
ried a recipe or two in which milk 
is an ingredient? Is it possible that 
Johnny would adamantly refuse to 
carry home from the store a milk 
carton that included a_ cartoon 
showing the fighting Marines gulp- 
ing down their milk before they 
went out to nip the Nips? Would a 
series of messages dealing with the 
wartime food supply situation, with 
particular reference to the place of 
milk, cause a hue and cry in Con- 
gress? 

Won’t same irate dairy advertis- 
ing man tell us just why it is that 
he and all his fellows strive might- 
ily—and succeed, too—to keep the 
paper milk carton as uninviting and 
as uninteresting as a blank sheet of 
newsprint? 


Get Rid of Old Type 


Printers who still have fonts of 
such dear old type faces as Hobo, 
Post, and any others you care to 
name which once were popular but 
now are classed as curiosities, are 
being urged by American Type 
Founders to do a good turn for 
themselves and the war effort by 
junking them, thus at one fell 
swoop lightening their own load, 
making metal available for the war 
effort, and removing a subtle kind 
of temptation from the ken of ex- 
perimental or nostalgic admen. As 
a help to printers who are inter- 
ested, ATF is offering a survey 
service for printers, in conjunction 
with a list of the 101 type faces 
which ATF sales records prove are 
in greatest demand. 


Jottings 

The magazine publishers of 
America sponsor a huge anti-infla- 
tion campaign, with a page a month 
running in some 400 leading na- 
tional magazines, and with much 
fanfare from the OWI, the Office of 
War Mobilization, the War Adver- 
tising Council, and so on. And yet 
an executive of one of the country’s 
top dozen advertising agencies calls 
ADVERTISING AGE for information on 
“some sort of anti-inflation adver- 
tising” he vaguely remembers see- 
ing somewhere. The point is not 
that the agency man is dumb, but 
that we are all too likely to assume 
that everyone knows what we are 

*e 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2191. 1933-1943 Souvenir. 


Called “An address on the occa- 
sion of the 10th anniversary of the 
United States News, by the Honor- 
able Cornelius Drumwagon,”’ this 
illustrated brochure goes back for 
a look at the milestones along the 
path of the publication’s career. A 
record of its publishing formula, 
circulation and readership are dis- 
cussed. 


No. 2152. A Collector’s Item for 
Timebuyers. 

Radio Station WOW, Omaha, has 
issued this brochure, which it has 
labeled the first mail map ever 
issued which conforms to all stand- 
ards recommended by the Four 
A’s, Radio Executive Club and the 
research and broadcast advertising 
divisions of the NAB. The new 
coverage map is the result of a 
year’s study of mail received from 
WOW listeners in a 12-month period 
prior to Nov. 1, 1942. 


No. 2127. A Tale of 412 Cities. 


National Broadcasting Company 
has released this booklet which is 
the second volume of the report on 
its all-county survey of daytime 
preferences of radio listeners in 412 
cities. 


No. 2134. Announcing a Blessed 
Event. 


The Chicago Sun has issued this 
brochure, which announces a new 
woman’s page feature designed to 
help parents solve wartime prob- 
lems in connection with child care, 
and gives the details of the promo- 
tion campaign being put behind the 
three-times-a-week articles written 
by Mary M. Aldrich which start in 
the March 14 issue of the Sun. 


No. 2202. 
racy. 
The Oklahoma Publishing Com- 
pany has issued this reprint of a 
series which appeared in the Daily 
Oklahoman, Oklahoma City, as in- 
dicative of the type of material 
originated by Oklahoman and Times 
staff members. 


Sicily, Greece, Democ- 


No. 2203. M-Day for W-Power. 


Every day is M-Day for woman- 
power, says this brochure, issued by 
Ladies’ Home Journal, pointing out 
that whatever emergency arises 
must be put up to the nation’s 
women for carrying through. The 
pages of the brochure show how 
the Journal has presented wartime 
issues to enlist women, and the suc- 
cess of the promotions. 


No. 2174. Results. 


Station WLS, Chicago, has issued 
this folder, which tells success 
stories of several typical WLS ad- 
vertisers, giving analyses of mail 
response to programs broadcast at 
various hours. 


No. 2184. Postwar Housing Survey. 

What price range, what kind of 
house, and what about prefabrica- 
tion are some of the questions 
answered in this report of a survey 
made by Parents’ Magazine among 
architects, builders, contractors and 
building supply dealers. 


No. 2206. New Circulation and 
Market Data. 

The Los Angeles Times has is 
sued this folder containing neW 
market information on the Los An- 
geles area, including population in- 
creases, the number of women if 
war industries, per capita incomé, 
department store sales and othef 
details. Circulation of Los Angeles 
newspapers is compared with that 
of 1942. 
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An Invitation to 


For years Bill Parker has been a member of a 
little army of salesmen calling at 330 West 42nd 
Street to sell things to the Topics Publishing 
Company. 


Bill got some orders. Bill expressed apprecia- 
tion for business given and delivered what he 
sold on time and in prime condition. Most of 
the other fellows from whom we bought per- 
formed equally well. So we didn’t think much 
about Bill one way or the other. 


Then came the great merchandise pinch—the 
days of product scarcity. Plenty of the fellows 
who once ding-donged at us the hardest aren’t 
calling on us at all these days. Lots of them are 
seemingly taking delight in telling us that we 
can’t have any of this or of that. In a seller’s 
market these lads are sitting on top of the world 
and, man alive, don’t some of them know it and 
show itP 


But not Bill Parker. While he doesn’t have 
much merchandise to sell—while he can give us 
only a fraction of the amount of his product that 
we could well use—he continues to call upon 
us. Sincerely, he sits down with us and tries to 
work out ways and means of relieving some of 
our most pressing problems. 


Frankly, Bill can’t help us all of the time to get 
what we want. But he does help us sometimes. 


Dill Parker 


And he’s trying to help us always. 


So we're issuing this open invitation to Bill 
Parker to be sure and see us often when the days 
of plenty return. We want to let him know right 
now that he’s going to be tops on our “MUST 
SEE” list when our reception room is filled 
again with salesmen hungry for business. 


* x * 


DRUG TOPICS, in its efforts to comply 
with the letter and the intent of War 
Production Board Paper Limitation Order 
No. L 244, is forced to ration advertisin 

space today. Sometimes DRUG TOPIC 

is going to be compelled to refuse offered 
copy. At other times it will be necessary 
to ask advertisers to adjust insertion dates. 


- eee ee one ae 
But, through this period, which will be 
as. unpleasant to us as it will be to those 
whom we will occasionally pe tetra 
it is the hope of every member of the staff 
that he can, like Bill Parker, work helpfully 
to give to every advertiser the utmost 
gogo in space and in sincere service. 

t is our wish that when your reception 
room is packed again with space repre- 
sentatives with limitless lineage to offer 
that your greeting of Topics’ men will be 
as warm and as well earned as will be our 
welcome to Bill Parker 


DRUG TORIES 


330 WEST 42nd STREET ° 


NEW YORK CITY 18 


*Sales Representative of Curtis Press, New York City. 
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Ad Drive Possible 
Against Black 
Market Liquor 


New York, Sept. 1.—Advertising 
is expected to assume a major role 
in an educational-public relations 
program sponsored by leaders of 
the alcoholic beverage industries 
and supported by the American 
Hotel Association, designed to com- 
bat the rapidly growing black mar- 
ket in liquor and exhorbitant prices 
demanded of consumers despite 
government pfice regulations. 

Plans for an effective drive to 
prevent liquor from being diverted 
to black market channels were dis- 
cussed last week at a meeting of 


ld 
BOOKLET MAILED TO — 
EXECUTIVES ON REQUEST. 


~ WILLIAM BALSAM. 
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leading executives of all branches 
of the alcoholic beverage industry 
and the hotel association. The 
meeting was called by Robert K. 
Christenberry, chairman of the 
temperance committee of the as- 
sociation, following a survey made 
among the association’s membership 
on the extent to which black mar- 
kets have grown throughout the 
country. 

Results of the survey were not 
made public at the meeting, but it 
was reported that Mr. Christen- 
berry will reveal all the details at 
a forthcoming convention of the 
AHA to be held Oct. 3-5 in Pitts- 
burgh. 


Prompt Action Sought 


However, Mr. Christenberry 
pointed out that the survey showed 
the black market liquor situa- 
tion had grown to such serious pro- 
portions that prompt and effective 
action is imperative. He added that 
liquor company executives were 
equally as concerned as the hotel 
industry over ‘the situation and 
promised their full cooperation in 
working out some voluntary pro- 
gram that would help smash the 
black market. |' 

With the OPA in no position to 
assign a corps of its staff to police 
the liquor industry as regards pric- 
ing, with dry factions sensing the 
critical situation facing distillers 
and feinting for another knockout 
blow to that industry, liquor people 
are determined rigidly to police the 


industry themselves, calling on the 
public to give its fullest coopera- 
tion. 

The chief aim of the program 
would be to prevent liquor destined 
for legal distribution channgls from 
falling into the hands of illicit op- 
erators. Such a program would 
call for rigid self-policing on the 
part of the liquor industry to make 
certain that companies which aid in 
supplying the black market with 
liquor are exposed or prevented 
from giving any further aid to black 
market operators. The program 
would also call for close coopera- 
tion with the government agencies 
charged with control of the dis- 
tribution of liquor. 


Additional Meetings Planned 


Mr. Christenberry said the plan 
had not yet taken definite shape but 
that. further conferences between 
the groups are contemplated, and, 
with the “sincere cooperation” 
pledged by the liquor industry it- 
self, he expressed confidence that 
an effective program would emerge 
shortly. 

Not only would such a program 
help to end the black markets, he 
said, but it would also help to al- 
leviate the current liquor shortage. 

“I believe that the shortage of 
liquor would not be so acute as it 
is in many parts of the country if 
all liquor went to the legal dis- 
tributors for whom it was in- 
tended,” Mr. Christenberry said. 

In the event that plans are for- 
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Statistics can be stupefying things. 


But not when they add up to those good words 
that end in “EST” —biggest, best, highest, richest 
and, most cheerful in these trying times, steadiest. 


R & T Iowa’s “ESTS” mark a sales manager's 
dream. One of America’s twenty top retail mar- 
kets stabilized on the steadiest sources of income 
in the nation ... an urban paradise where money 
is spent with speed, where merchants, whole- 


salers and manufacturers reap a rich harvest. 


No sudden Armistice can kick out the props that 
hold up the R & T Iowa supermarket—its war 
contracts are less than its farm income, the high- 
est in the country... less than the wealth created 
each year from the richest land in the world... 
wealth that keeps Iowa cash registers clicking as _ 
it pours through R-& T lowa cities and towns. 


The R & T Iowa market is bounded by printed 


readers are sales prospects that 


count. They have faith in the paper which has kept 
faith with them since 1856. They rely on it for 
news of people and news of products. 


Today R & T Iowa is one of America’s 20 
best urban markets. For the duration and in the 
postwar period, it is likely to be the steadiest 
market of all. Alert sales management is making 
sure of sales in postwar tomorrow by campaign- 
ing in R & T lowa today. 


if R & T lowa isn't in your top 
20 urban markets, someone has 


missed the surest postwor bet. 
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JULY NEWSPAPER LINAGE CHARTED 


GAIN AND LOSS PERCENTAGES 52 CITIES 6 
JULY 1943 = 1942 LOSS GAIN 
CLASS IF 1 CATIONS 10 0 10 20 30 40 50 
RETAIL 2.9% se 
Gene RAL 23.1 Seana sored 
AuTomorTive 14.8 a eeaanamneeell 
FINANCIAL 3.0 
Tota DispLay 7.4 
CrassiricD 42.6 
ToTaL ADVERTISING 15.3 
Department Stores 5.7 
JANUARY | = JULY 31, 1943 - 1942 
RETAte 1.8 
Generar 24.2 
AuTOMOT IVE 19.6 
FINANCIAL 5.0 
Tora. DisPLay 6.5 
Crassiriep 3.9 
Tora ADVERTISING 11.9 
DEPARTMENT STORES 4.5 

10 t) 10 20 30 40 50 


month a year ago. 


This chart of Media Records’ measurement of newspaper linage in 52 cities shows 

linage of all classifications on the plus side for July as compared with the same 

In the Jan. | to July 31 period for 1943 as compared with 

a year ago, financial, with a drop of — is the only classification which lost 
ground. 


ules to tie in with the new drive. 


W. A. Rosen Promoted 


advertising manager. Mr. 


Guide publications: 


and the Guide Detective Unit. 


mulated to institute an advertising 
campaign, it is expected that most 
of the country’s distillers who have 
been running extensive advertising 
schedules geared to promoting the 
war effort, will not launch separate 
campaigns but will simply change 
their copy themes in current sched- 


The Guide Magazines, New York, 
have announced the appointment of 
William A. Rosen, associated with 
their advertising department for the 
past ten years, to the position of 
Rosen 
replaced Fred Saffan, who has ac- 
cepted the West Coast advertising 
managership, with headquarters in 
Hollywood. A. L. Reinitz, formerly 
Eastern advertising . manager of 
Click, has been appointed Eastern 
advertising manager ;of all the 
Click, Screen 
Guide, Stardom, Movie-Radio Guide 


Mary Pentland Takes 
New Fawcett Post 


Mary Pentland has joined Faw- 
cett Publications, New York, as 
consumer analyst for an extensive 
readership study currently being 
initiated. Eliott D. Odell, Fawcett 
advertising director, who announced 
her appointment, also said that a 
national market research organiza- 
tion will be retained. 

Miss Pentland was research asso- 
ciate with Dr. Miller McClintock on 
a broad-scale study of steel cans 
and canned products, and before 
coming to New York headed her 
own advertising agency in the Pa- 
cific Northwest, which was merged 
with the Pacific National Advertis- 
ing Agency in 1937. 


Britton Replaces Turner 

Blaine S. Britton has been named 
advertising manager of Barber- 
Greene Company, Aurora, IIl., suc- 
ceeding John D. Turner. 


His thoughtful treatise on the 
physiological effects of sitting 
in the night club seat just va- 
cated by the Duke of Windsor 
rocketed him into the weekly 
news mags... and into POST 
readers’ hearts .. . 


demonium is 
Earl Wilson, whose dipsy- 
doodling in the New York 
POST is rocking the town. 


No star’s nose is to0 
tip-tilted for his wacky 
interviews — and 
200,000 readers of the 
POST call them 
“Tops!” 


Earl Wilson and the 
dozen other top feature 
writers of the New York 
POST have built a swell 


market-place for cos 
metics, perfumes, or any 
one of a thousand othef 
luxuries. 


If you're not getting your share 
—write, wire or ‘ghene to Ed 
Kennelly, National Advertising 
Manager, for details —as ¢ 

POST has no national represen- 
tatives. - 
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BY A JURY OF READERS 
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HEAR YE! HEAR YE! 


We, a jury of readers of The American Magazine, sentence to Complete, Sudden 
Death those three words . . . (“To be continued.”) 


Long enough have they tortured us. 


From now on, we have no time to give them. 


THE EDITOR SHOUTED “SURE!” 


Give us complete, finished fiction, we said to the Editor of The American. Fic- 
tion of various lengths. Fiction that fits any limits of reading. Short-shorts for 
times when we've just a few minutes to read. Short stories for times when we 
have half an hour. Novels (2 each issue, please) for times when we have a 
whole precious evening. But no hold-overs, anywhere! No waiting...from issue 
to issue. No unfinished tales. Each story completely complete, in one issue! 


Our Editor shouted “Sure!”. .. (Bless his heart! ) 
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So now, with the October issue . . . our new program starts. 


“To be continued” is dead! 


TODAY, EVERYTHING BUT TIME 


We readers of The American Magazine are millions strong. We're making War 
... planning Peace. We’re forging our dreams into future realities . . . we, the 
secretaries and typists; the busy housewives and mothers; the inventors, chem- 
ists, and businessmen; the ship and plane builders; the radio experts, the engi- 
neers, weavers, and farmers; the nurses, teachers, and doctors. 


We have all we need to work with . . . but time. 
We have money ... 


We have brains. Jobs. Ideals. 


We have even a source of high inspiration . .. The American Magazine. When we 
want to know what important men think, we turn to The American Magazine. 
When we want to know what is being done “in the service of the nation,” we 
go to The American Magazine. When we want stories that entertain and instruct, 
we read The American Magazine. The Editor senses our dreams and thoughts. 
We read each issue till it’s threadbare. 


COMPLETE, ALL-IN-ONE-ISSUE 


And now we know we can end what we start . . . we'll read our magazine more 
than ever. We'll read every page . . . every line . . . even every advertisement. 
When we've finished, we'll pass it around to our friends, so many may share it. 


For each reader of The American Magazine will be boosting the fact that our 
magazine is THE COMPLETE MAGAZINE . .. COMPLETE with both fic- 
tion and articles ... COMPLETE in its interest and range . . . with each story 
COMPLETE IN EACH ISSUE... NO WAITING! 
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Peoria Club Wins 
Nationwide Award 


The Peoria Advertising and Sell- 
ing Club has been awarded the 
second place certificate of recogni- 
tion, given annually in connection 
with the Van Der Vries Memorial 
award announced at the annual ses- 
sion of the National Institute for 
Commercial and Trade Organization 
Executives, held this year at North- 
western University. 

The first place certificate was 
awarded to the Automotive Safety 
Foundation, Washington, D. C., for 
enlisting support in WPB salvage 
drives. The Peoria award, received 
by Mrs. F. Anne Bickerton, secre- 
tary of the club, was granted for 
the club’s initiative and leadership 
in advancing war efforts. 
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August Fur Sales 
Reveal Public Not 
on Buying Spree 


New York, Sept. 2. — August fur 
sales of the local department stores 
are now a matter of history and 
despite the extravagant number of 
excess dollars said to be in the 
hands of the public, sales of these 
opulent luxury products are only 
slightly ahead of last year. 

When first advertisements ap- 
peared early in August, nearly all 
of the stores complied with an OPA 
suggestion to emphasize furs as a 
luxury. Copy warned “Don’t buy 
furs unless you can afford them” 
and in other ways asked the pub- 
lic to pay debts, buy war bonds, 
etc., before buying furs. 

According to advertising directors 
of the large New York stores, the 
copy worked too well. Stores which 
cautioned on luxury buying had 
slow sales, while those which paid 
no attention to the OPA suggestion 
and used adjectives lavishly in 
whetting the desire to own a fine 
fur coat or neck piece did a rush- 
ing business. 

Commenting on the situation, 
Mrs. Claire Lang, advertising di- 
rector of Franklin Simon, said: 
“Generally, sales have been slow. 
When you don’t use high pressure 
so you don’t get extra 
sales.” 


Karen Hollis, of the Blooming- 
dale publicity staff, said there was 
a lull after the first advertisements 
appeared, but this was followed by 
a pick-up and “on the whole sales 
have been good.” 

Lew Kashuk, advertising man- 
ager of I. J. Fox, one of the city’s 
largest fur stores, said sales had 
been only ordinary. 

From the evidence at hand it ap- 
pears that the public is not going 
overboard on the purchase of lux- 
ury items. 

Commenting on the fur sale sea- 
son, Women’s Wear Daily said only 
a “moderate improvement” had 
been experienced with sales just 
equalling, or barely surpassing last 
year’s figures. 


Tells ANA House Organs 
Are Not Magazines 


At the present time house organs 
are governed by the provisions of 
the commercial printing order L- 
241, and are not considered to be 
magazines by the printing and pub- 
lishing division of the War Produc- 
tion Board, Philip S. Schneider, as- 
sistant director, has notified the 
Association of National Advertisers. 

Mr. Schneider pointed out that 
the division believes “commercial 
printers should be permitted to 
handle their quotas as they see fit 
and should they wish to print house 
organs in preference to other types 
of commercial work, they are privi- 
leged to do so at this time.” 


Home Freezer 
Company Seeks 


Postwar Sales 


Cobleskill, N. Y., Sept. 2.—Look- 
ing ahead to postwar sales, the 
Harder Refrigerator Corporation is 
placing an advertising campaign in 
seven farm papers promoting the 
Harder home freezer. 

Half-page copy is being run by 
the company in American Agricul- 
turist, Rural New Yorker, New 
Jersey Farm & Garden, New Eng- 
land Homestead, Pennsylvania Far- 
mer, Southern Planter and Dairy- 
men’s League News. 

Although because of war restric- 
tions the company is not now pro- 
ducing any home freezers, its adver- 
tising is paving the way for sales 
in the postwar period. Attesting to 
the public interest in the subject, 
the company is receiving more than 
100 letters a day as a result of its 
advertising. The copy offers a free 
48-page illustrated booklet on home 
freezing of farm products. 

Consumer copy emphasizes that 
from 40 to 50 pounds of meat and 
poultry, or a slightly smaller 
amount of fruits and vegetables, can 
be stored in each cubic foot of 
space in the Harder home freezer. 
The Freedom model, illustrated in 
the advertisement, has a 12-cubic 
foot capacity, permitting the storing 
of 500 to 600 pounds of meats or 
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dealers to 
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prospects? 


If your outlets are hard to find, you may lose 
contact with new or future business. 


You can help prevent this business from slip- 
ping away by a simple, low-cost identification 


plan. Arrange to have your trade 
mark appear in the Classified section 


of telephone books over a list of your local outlets. 


(See example of what prospects would see when 
they look in the Classified). Then, in all your 
magazine and newspaper advertising, tell pros- 
pects to look in the Classified for one of your 
conveniently located dealers. 


This ties in with a well-established national habit 
— to “look it up in the Classified.” It’s a conve- 
nience to your public and a stout aid to your 


dealers, who will appreciate the service business 


it brings them. 


And in the postwar period when consumer 
goods sales will again be in full swing, your com- 


pany and your outlets will reap greater benefits 


from Trade Mark Service. 


SEND FOR BOOKLET 


Read in detail about the Trade Mark Service 


identification plan for your branch offices, 


distributors or retail outlets. 


s7- 


Trade Mark Service Manager 


195 Broadway, New York 7, N. Y. 


Name 


AMERICAN TELEPHONE AND TELEGRAPH COMPANY 


Please send your Trade Mark Service booklet to 


Type of Business 


Address 
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HOME FREEZER COPY 
= OPPORTUNITY 


for Distributors, Jobber, and 7 


CONSIDER MARDER WOME FREEZERS 18 
TOUR POSTWAR PLANNING 


Oemeed 


A tr@ued Name Simeon iyy 
COBLESKILL, MEW YORK 


Looking ahead to a postwar boom in 

the sale of home freezers, the Harder 

Refrigerator Corp., Cobleskill, N. Y., is 

placing copy in seven farm magazines to 
describe its product. 


vegetables. Home frozen foods will 
keep a year or more, copy states. 
The account is handled by Agri- 
cultural Advertising & Research, 
Inc., Ithaca, N. Y. 


Three to Join CBS 


As soon as necessary lines are 
made available, Stations KEYS, 
Corpus Christi, Tex., KGBS, Har- 
lingen, Tex., and WCED, Du Bois, 
Pa., will join the Columbia Broad- 
casting System. The first two sta- 
tions will be sold separately at a 
base rate of $62.50 each per night- 
time hour, while WCED will be- 
come a bonus station to the basic 
network. With the addition of 
these three affiliates, the CBS net- 
work will total 135 stations, includ- 
ing two Canadian stations, plus out- 
lets in San Juan, Puerto Rico, Hilo 
and Honolulu, Hawaii. 


Cook Takes Stevens 


Cook Publications, New York, has 
appointed Grant Stevens, former 
editor of “The Weekly Digest,” or- 
gan of the American Institute of 
Food Distribution, as advertising 
manager. 


Miss Vaughn Promoted 


S-Marie Vaughn has been pro- 
moted as manager of research of 
Blackett - Sample - Hummert , Chi- 
cago. Miss Vaughn was associated 
with Gardner Advertising Company, 
St. Louis, before joining B-S-H. 
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‘Death Sentence’ 


on House Organs 
Is Modified 


Washington, D. C., Sept. 1.—A 
liberal number of house organs are 
likely to survive the War Depart- 
ment paper conservation study, it 
appeared this week, on the basis of 
a memorandum issued by the Ad- 
jutant General’s office defining the 
conditions governing publications in 
government - owned and privately 
operated manufacturing plants. 

Modifying what had originally 
appeared to be a death sentence on 
house organs in government plants, 
the War Department has adopted 
more specific regulations limiting 
the amount of paper that may be 
used, but directing that every plant 
may have one house organ so long 
as it serves a useful editorial func- 
tion. 

The memorandum states. that 
plants will be permitted to use 
house organs, so long as they are 
not published at government ex- 
pense, when these papers fulfill 
certain requirements. These re- 
quirements, as set down by the 
War Department, constitute a test 
of essentiality. The War Depart- 
ment expects house organs: To give 
information on plant operations, 
policies and problems; to promote 
better relationships between em- 
ployes and operating executives, 
and to show employes how they are 
contributing to the war effort; to 
promote safety and health; to stim- 
ulate production and recognition of 
outstanding work and to discourage 
absenteeism; to publish official in- 
structions; to promote war bond 
purchases and contributions to the 
Red Cross blood bank and the like 
and to educate employes to a better 
understanding of their job. 


Rule Effects All 


Under the new regulations, how- 
ever, even publications which are 
considered essential must be held 
within the War Department’s maxi- 
mum paper allowance—enough 
paper for a monthly publication of 
eight 11 by 17 inch pages, or 1,496 
square inches. When publications 
appear at more frequent intervals, 
they must be kept within the paper 
allowance. by reducing size. Thus, 
a weekly would be one fourth the 
size of a monthly. 

Except where mimeographed or 
multilithed, these papers are to use 
only ordinary newsprint. These 
regulations, officials explain, are to 
prevent unnecessary frills that 
waste paper. 

The War Department’s study of 
house organs, officials say, is only a 
small part of the Army’s paper 


saving efforts. The campaign in- 
cludes a thorough review of all 
training, field and technical man- 
uals, and has already resulted in 
elimination of several War Depart- 
ment publications. The house organ 
aspect of the conservation drive got 
under way several weeks ago when 
the Adjutant General’s office or- 
dered a review of all house organs 
to determine whether they per- 
formed a useful function. Several 
suspended publication, assuming 
that the War Department would 
ban all house organs. 

Since the first order, officials say, 
Policy has been further developed 
until the seven-point test of what 
is essential has evolved. Once it 
was found that house organs would 
meet the usefulness test, the paper 
limitations were fixed to prevent 
waste. Despite the general pro- 
Vision opening the way for all 
Plants to have a house organ, of- 
ficials state that the Publications 
Division of the Adjutant General’s 


A NATIONAL COVERAGE 
MERICA’S SEVENTH INDUSTRY 


Write for Sample Copy - Chicago, Ill. 


office will continue to examine 
plant papers to see that they meas- 
ure up to War Department require- 
ments. 


ABC Adds Members 


New additions to the membership 
roster of the Audit Bureau of Cir- 
culations are: White Motor Com- 
pany, Cleveland; McCann-Erickson, 
Minneapolis; Ruthrauff & Ryan, De- 
troit; the Banner, Ocala, Fla.; Times 
& Democrat, Orangeburg, S. C.; and 
Times, Pekin, Ill. 


Wood to San Francisco 


Calvin D. Wood, account executive 
in the Los Angeles office of West- 
Marquis, Inc., has been appointed 
manager of the agency’s San Fran- 
cisco office. 


Petrillo Hearing 
Set for Sept. 6 


Washington, D. C., Sept. 2.—De- 
spite predictions of further post- 
ponement, the War Labor Board 
said today that the panel appointed 
to hear the dispute between seven 
electrical transcription manufactur- 
ers and James C. Petrillo’s Ameri- 
can Federation of Musicians, will 
hold its first session in New \~~k 
at 10 a. m., Sept. 6. 

The WLB appointed Gilbert E. 
Fuller, president of the Raymond 
Whitcomb Company, Boston, as an 
industry member of the panel, re- 
placing Henry S. Woodbridge, as- 
sistant to the president of the 
American Optical Company, who 
resigned. Other members are Max 


Zaritzsky, president of the United 
Hatter, Cap and Millinery Workers 
(AFL), Labor representative, and 
Arthur S. Meyer, chairman of the 
New York State Mediation Board 
and vice-chairman of the second 
regional WLB at New York, public 
member. 


Feinsinger to Assist 


Monday’s hearing will be held in 
the office of the New York media- 
tion board. Nathan P. Feinsinger, 
WLB associate counsel in charge of 
the disputes division, will serve as 
special assistant to the panel. The 
War Labor Board ordered the fact- 
finding hearings last July, to deter- 
mine whether Mr. Petrillo’s ban 
on record making constituted a 
strike within the jurisdiction of the 
board. 
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Promotes Hair Lacquer 


The Rieser Company, New York, 
maker of Venida hair nets and other 
beauty accessories, will introduce a 
new hair lacquer to women with 
consumer advertising in media reg- 
ularly used for its other products. 
A clear liquid made of non-priority 
materials, Venida hair lacquer is 
said to have just the proper amount 
of lac to keep stray hair ends in 
place. It was developed because 
of an increasing shortage of hair 
nets. E. T. Howard & Co., New 
York, handles the account. 


Adams Joins Ayer 


Robert S. Adams, formerly spe- 
cial assistant to the vice-chairman 
of the WPB, has joined the staff of 
N. W. Ayer & Son, Philadelphia. 


INJURY last year. Man-hour loss due to preventable acci- 
dents is the deadly “enemy within” our war plants that robs 
American industry of critical manpower, skill and time that 
cannot be recaptured. To defeat the causes of industrial 


accidents is a dominant assignment for your war advertising. 
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DISTRIBUTED BY MOTION PICTURE ADVERTISING SERVICE CO., 


ee eee 
Lost Man-Hours Could Have | Built 
20,000 More... ff 


... 20,000 Flying Forts that would now be block-busting Berlin 
and blasting Japs out of South Pacific islands . . . a mighty 
sky armada that could have been built in the 250,000,000 
man-days lost in the battle of production through WORK- 


Your Advertising Can Stop 
War-Plant Accidents 


Sponsor this series of SCREEN SPOT films on theatre 
screens in cities and towns of industrial America—if you 


want your war advertising to underscore these security 


messages and identify you as crusader against the man- 


power menace. 


This Job Safety motion-picture campaign 


was produced and is presented for sponsorship under the 
direction of the U. S. Department of Labor and its National 
Committee for the Conservation of Manpower in War Indus- 
tries. It is ready for your immediate sponsorship. There 


is no production cost—low distribution rates cover every- 


thing. 


You can choose communities and theatres. You 


can sponsor nationally, sectionally, locally. Your message 


at the end of each film in the series of 26 conveys maximum 


identification to new-record theatre audiences. 


WASHINGTON, D. C. 
INC., NEW ORLEANS, LOUISIANA 


Enlist your advertising in this victory-vital job—ask SCREEN 
BROADCASTS to send you all the facts, including Job Safety 
Campaign Book. 
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Australia Adman’s 
Speech Sounds Like 
Good Old U. S. A. 


Official Attitude 
Toward Brands and 
Advertising Feared 


Chicago, Sept. 1—A startling 
demonstration of the fact that this 
is indeed “one world” in an adver- 
tising and businéss sense was given 
here recently when the July 1 
issue of Newspaper News, Aus- 
tralia’s combination advertising and 
newspaper business paper, arrived 
here. 

“Fight to Utmost—Attempts to 
Kill Advertising Must Be Strongly 
Resisted,” shouted a two-column 
banner head. “Warning that minor 
officials were trying to undermine 
the federal government’s declara- 
tion of policy which recognized the 
importance of brand names, and 
that there was a tendency among 
government officials to decry the 
value of advertising in all its forms, 
Basil Orr, president of the Aus- 
tralian Association of National Ad- 
vertisers and manager of Lustre 
Hosiery, Ltd., Sydney, told the Inch 
Club that attempts to eliminate 
advertising altogether must be 
fought to the utmost by every 
manufacturer and distributor in 
Australia,” the account went on. 

Mr. Orr’s talk sounded so much 
like a discussion of conditions in 
the United States that with a very 
few corrections in names it might 
easily have been poured into the 
ears of any American advertising 
gathering without the slightest inti- 
mation that the thoughts expressed 
were meant to apply to a country 
half way around the world. 


Space at a Premium 


“I know full well the position 
concerning advertising space,” con- 
tinued Mr. Orr. “Publishers have 
had to suffer severe restrictions in 
the amount of newsprint they could 
use and this, in turn, has meant 
that the amount of advertising 
available has: had to be reduced by 
a very large percentage. 

“They have had a very ticklish 
problem in endeavoring to see that 
every advertiser, whether small or 
large, received treatment based on 
the ability to provide space and the 
requirements considered necessary 
to maintain good will with the pur- 
chasing public. 

“This has occasioned them many 
worrying moments but I must say 
that they have met the position 
fairly and squarely, have shown us 
why they could not supply all our 
demands, and yet at the same time 
have not lost the good will they 
have always enjoyed among na- 
tional advertisers. 


Nothing to Sell 


“I think that during the past few 
years the press have had to change 
our outlook on many things which 
we thought important, and which 
were doubtless very important in- 
deed in time of peace. In times of 
war not only newspapers but also 
advertisers have to look at adver- 
tising programs in a far different 
light. 

“We find ourselves in the posi- 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popule- 
tion. 


*tadependent Survey of Provideace Bulletia 


tion where advertising designed to 
sell goods is, in most cases, no 
longer required. Our factories are 
working overtime to supply goods 
for the fighting services and we 
cannot justifiably claim that adver- 
tising is, as it was in peacetime, 
essential to our immediate sales 
effort. 

“This does not mean that national 
advertisers feel that advertising 
should be discontinued. We feel 
that advertising has a big job to do 
in wartime, but that instead of 
being directed toward the selling of 
our products it should be directed 
toward the maintenance of our 
brand names in the public con- 
sciousness. 

“I think you will agree with me 
when I say that the majority of 
national advertisements are now 
designed with that end in view. 
“We were greatly perturbed some 


12 or 18 months ago to read state- 
ments in the press to the effect that 
brand names might be eliminated 
and instead that a system of stand- 
ardization of lines would be insti- 
tuted. Had this been adopted then 
I think that not only would manu- 
facturing and distributing interests 
have been unduly interfered with 
but also that the whole economic 
structure of this country would 
have been undermined. 


Warns of Undermining 


“Fortunately the government saw 
fit to issue a statement to the effect 
that it recognized the importance of 
the maintenance of brand names. 
However, in spite of that statement 
my association feels that attempts 
have been made and are still being 
made by minor officials to under- 
mine the government’s statement of 
policy. 


“I am afraid that there is a ten- 
dency among government officials 
to decry the value of advertising 
in all its forms and this has been 
borne out by their actions at vari- 
ous times in issuing regulations 
which prohibited the advertising 
of certain branded goods. 


Many Regulations Imposed 


“T refer to the regulations cover- 
ing liquor advertising which in the 
first instance prohibited the adver- 
tising of beers, wines and spirits 
altogether. After certain approaches 
had been made to the government 
those regulations as you know were 
amended. [Such advertising is at 
present prohibited in Canada.] 

“A similar situation arose over 
the advertising of rationed goods 
but after due consideration was 
given to the position, amendments 
were made to the regulations which 
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Advertising Age, September 6, i94y 


allowed that type of advertiser to 
maintain his relations with the buy- 
ing public. 

“Proprietary medicines then came 
under fire and regulations were 
issued which, if they had been put 
into operation, would have had ag 
very serious effect on that particy. 
lar type of business. 


Forces Still at Work 


“IT mention these to show that ip 
spite of the assurances given by the 
government attempts have been 
made to eliminate advertising alto. 
gether. This is something I fee] 
should be fought to the utmost by 
every manufacturer and distributor 
in Australia. Our association has 
taken and is taking its stand in the 
matter and I know that it will con- 
tinue to receive the support of all 
advertising media. 

“The advertising business has 
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been hard hit by the war and there 
js a possibility that it may be hit 
even harder. This is something 
that the members of the Inch Club 
should, in my opinion, watch very 
carefully indeed.” 


Beauty and Barber Supply 
Association to Meet 


First annual convention of the 
National Beauty and Barber Supply 
Manufacturers’ Association will 
take place Sept. 12-13 at the Hotel 
Sherman, Chicago. 

P. R. Casey, head of the cosmetics 
and toiletries unit, OPA, Thomas E. 
Manwarring, consultant, glass con- 
tainer and closure section of the 
WPB, and C. A. Willard, deputy 
chief drugs and cosmetic section, 
chemicals division of the WPB, are 
scheduled to speak. 


Budwig Becomes Major 


Gilbert G. Budwig has resigned 
as president of Aircraft Compon- 
ents, Inc., Van Nuys, Cal., to enter 
the Marine Corps, aviation division, 
as a major in charge of administra- 
tion at the Marine Base, Cherry 
Point, N. C. Mr. Budwig was a 
flying instructor in the first World 
War. 

Walter Innes Jr., chairman of the 
board, has been named president of 
Aircraft Components, which manu- 
factures exhaust systems for the 
aircraft industry. 


House Joins Tyson 

Edward O. House, formerly assist- 
ant advertising manager of the Per- 
mutit Company, New York, has 


joined the production staff of O. S. N 


Tyson & Co., New York. 


Admen in the 
Armed Forces 


Tom D. Murray, on the public re- 
lations staff of the Grocery Manu- 
facturers of America, New York, 
has been inducted into the Army. 
Before joining GMA, Mr. Murray 
was an account executive with 
Green-Brodie, New York, where he 
worked on the Thomas A. Edison 
account. 

Esther M. Gaffney of the execu- 
tive service department of N. W. 
Ayer & Son, Philadelphia, has been 
accepted for the officer candidate 
class of the Marine Corps women’s 
“a and has left for New River, 


Lester J. Sholty Jr., formerly in 


the Chicago office of Maxon, Inc., 
who joined the Navy as an ensign 
last October, received his wings at 
New Orleans Aug. 11, and is now a 
flight instructor at Olathe Field, 
Kan. 


‘World Herald’ Limits 
Classified :-Copy 

The Omaha World-Herald, be- 
cause of the newsprint shortage, has 
announced that all help wanted 
advertisements will be limited to a 
maximum of three inches, or 42 
agate lines, and that none will be 
accepted for display columns. . 

All want ads, except those in the 
out-of-town classifications, will be 
omitted from editions of the Sun- 
day paper. distributed outside 
Omaha and suburban areas unless 
received by the previous Wednes- 
day afternoon. 


ADVERTISING PAGES OF THE IRON AGE iat 
ARE FULL OF 100% WAR MESSAGES LIKE Bp 0 au ait 


THESE. THEY INFLUENCE THE MEN WHO 
SPEAK TO AND INFLUENCE MILLIONS. 


IRON AGE readers are perhaps the largest single group of 
leaders who are definitely winning this war on the production 
front. Their achievement and that of their compatriots in other 
wartime industries has gone far in restoring public confidence 
in the patriotism and ability of private enterprise to win the 


peace to follow. 


As men of action, they are speeding output as never before. 
And in planning and directing America’s enormous metalwork- 
ing operations, they utilize ideas and news of helpful products, 
processes, and methods that they find weekly in the editorial 


and advertising pages of THE IRON AGE. 


As men of action, they are straining every nerve to improve 
worker morale in the plants they manage. Whether your war 
message has to do with machines, materials, or ideas to increase 
production, you can count on their interest and intelligent 


co-operation. 


And as men of action, they are backing up the program of 
the War Advertising Council. On the national level they are 
generously sponsoring large campaigns. On the local level they 
are meeting with their workers, publishing house organs, using 
posters, and reaching fellow townsmen by word-of-mouth, |S 


newspaper, and radio. 


What better way, then, to reach them with your war messages | 
than to publish them in THE IRON AGE where weekly you 
can speak to 100,000 key executives of America’s great wartime 


metalworking industry. 
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are in rough cutting 
€an save valuable time 
all along the line.” 


Tea Trade Seeks 
Quota Increase 


to Meet Demand 


New York, Sept. 1.—Despite an 
estimated five-months’ supply of 
tea at the mid-year mark, the tea 
trade is currently reviewing with 
government officials the possibility 
of a 40% increase over the present 
civilian allotment of 50,000,000 
pounds per year which, according 
to Benjamin Wood, managing direc- 
tor of the Tea Bureau, can be sup- 
plied without difficulty from the 
mounting stockpiles in India. 

In announcing results of the bu- 
reau’s second 1943 quarterly survey 
of stocks, Mr. Wood pointed out 
that despite the existence of an 
estimated five-months’ supply of 
tea in the country, the U. S. demand 
continued heavy and unabated, and 
prevented the building up of inven- 
tories at either wholesale or retail 
level. 

Explaining that distribution of 
landed teas to the trade had been 
unable to keep up with consumer 
demand during the past six months, 
he declared that the trade was 
making every effort to obtain gov- 
ernment sanction for hauling at 
least 20,000,000 pounds of tea this 
year, in addition to the present 
annual civilian allotment, and that 
the granting of such an increase de- 
pended almost entirely on the avail- 
ability of shipping. 


Question Transport Facilities 


“Recent cabled reports of crop 
estimates, and reserves in the pro- 
ducing countries of India and Cey- 
lon,” he said, “show that at least 
20,000,000 pounds can be provided 
and probably a good deal more. 
The important question remaining 
is, can we find the boats to haul it? 
And that, of course, is up to the 
government, which must decide on 
the basis of military operations.” 

Although the Tea Bureau is not 
now using any advertising space, 
as late as 1941 its sponsors were 
spending $500,000 a year in adver- 
tising. When and if government 
restrictions are lifted it is expected 
to resume its role as a large adver- 
tiser. The account is handled by 
William Esty & Co. 


‘Milwaukee Journal’ 
Adds ‘Green Sheet’ 


The Milwaukee Journal has de- 
cided to include the two page 
“green sheet,” feature section, with 
its Saturday “Victory Edition,” an 
eight-page condensed issue adopted 
- conserve newsprint. (AA, Aug. 
23). 

Advertising in the Saturday issue 
is restricted to church announce- 
ments, theater directory, and classi- 
fied, omitting “Help Wanted.” Re- 
tail and classified advertising has 
been eliminated entirely from all 
editions of the Journal distributed 
in areas remote from Milwaukee, 
resulting in a 10% saving in news- 
print used for advertising. 


America’s 40% 
MARKET 


Stand on ONE of the Mississippi River 
bridges here and you view a flourishing 
market of 211,000 people—in Illinois and 
lowa. Eleven cities side-by-side, making 
up a single market “package” larger than 
Dayton, | elle or Oklahoma City. And 
—buying is lively when you sell ‘em with 
the right-at-home voice of— 


WHBF 


5000 WATTS 1270 KC 
BASIC MUTUAL NETWORK 
Affiliate: Rock Island ARGUS 
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Beatty Reports on 
Food Campaign 


To THE Eprror: SAN FRANCISCO, 
Auc. 30.—PROGRESS BULLETIN “Foop 
FIGHTS FOR FREEDOM” ADVERTISING 
PROGRAM: SIX HUNDRED FIFTY ADVER- 
TISEMENTS ON SUBJECT HAVE AP- 
PEARED IN NEWSPAPERS SINCE WAR 
Foop ADMINISTRATION MEETING IN 
CHICAGO WHEN I REPORTED 277 AD- 
VERTISEMENTS IN FIRST SIX DAYS 
SINCE MATS WENT OUT. THIS MAKES 
TOTAL OF 927 ADVERTISEMENTS IN 11 
DAYS. t 

VERNON D. BEATTY, 

ADVERTISING DIRECTOR, WAR 

Foop ADMINISTRATION. 


ee 

Add Aurex to X's 

To the Editor: While Ad-libbing 
in Aug. 30 ApverTISING AGE (read 
from cover to cover) why, oh why, 
did you forget Aurex, the world’s 
finest high-fidelity vacuum tube 
hearing aid? We use New York 
newspapers regularly per attached 
clipping. 

JoHN H. HAMMOND, 
Advertising Manager, Aurex 
Corporation, Chicago. 
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Uses ‘Reverse English’ 


To the Editor: Thanks very 
much for your letter reporting on 
the hopes and aspirations of the 
editorial department of ADVERTISING 
Ace. You and your staff are doing 
a mighty nice job to keep your sub- 
scribers informed. 

So now I’ll reciprocate. 

With millions of dollars being 
spent to tell Americans that they’ll 
have to wait until after the war 
for new products and improvements 
on familiar favorites I thought you 
might like to know how we are 
using “reverse English” to advertise 
our synthetic detergent. 

The enclosed proof is one of a 


The Siude-of Ye Future 
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series of five ads placed on a coop- 
erative basis in approximately 50 
cities in New England and northern 
New York state. 

A test campaign of spot an- 
nouncements via WBZA, Boston, 
and WTIC, Hartford, will com- 
mence about Sept. 15. The con- 
tracts were placed direct with the 
stations by the sponsor, H. L. Shaw 
& Sons, Inc., Boston. 

ARCH FERRAN, 

Advertising Manager, H. L. 

Shaw & Sons, Inc., Boston. 

vvy 
Points Out Distinction 
in Brownout ‘Saving’ 

To the Editor: Having a very 
personal interest in the anticipated 
brownout I was, of course, most 
interested in the article in your 
Aug. 23 issue, “National Brownout, 
Long Rumored, to Become Reality.” 

The article in the main covered 
quite accurately the proposed plans, 
but there is one statement, which 
might not seem inaccurate to you or 
to the average reader, but which is 
one of those statements that often 
creep into print that can give an 
entirely different meaning to the 
story as far as the general public 
is concerned. That statement is the 
sentence, “One of the major objec- 
tives is to save electricity.” 

There is, as a matter of fact, no 
such thing as saving electricity in 
the strict sense of the word. Elec- 
tricity is one commodity which for 
any large-use practical purposes 
cannot be stored for future use. For 
that reason, you cannot save elec- 
tricity in the sense that you can 
save soap or meat or clothing. You 
either use it immediately or you 
never use it. 

If you turn off a light switch, or 
shut down an electric motor, the 
electricity that you might have used 
had you left the light burning or 
the motor running is not channeled 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


off into some other use or into 
storage for future use. It just never 
came into being! 

This may seem like a fine dis- 
tinction, but to the electrical indus- 
try it is important for this reason. 
The publicity which has been given 
to “power shortages,” and which is 
now being given to the brownout, 
too frequently leaves the impres- 
sion that the reason for it is that 
there is not enough electricity for 
both war and civilian needs. This 
impression is not true. In your 
same news story, on Page 14, you 
quote J. A. Krug, director of the 
Office of War Utilities, as follows: 
“In the electric utility industry the 
installed generating capacity, to- 
gether with the capacity now under 
construction, is ample to meet all 
foreseeable electric needs.” Mr. 
Krug has also made the statement 
that “Power has never been ‘too 
little or too late’. . . There is today 
no shortage of power. . . I do not 
know of a single instance in which 
the operation of a war plant has 
— delayed by lack of power sup- 
p y.” 

As a matter of record, the elec- 
tric power generating industry was 
one industry which was ready and 
able to meet all war demands. The 
only exception to this, of course, 
has been in TVA territory where 
turbines depended on water power 
and a drouth reduced available 
water supplies beyond the point 
necessary to keep the turbines turn- 
ing. In every other instance elec- 
tric utilities were able to meet the 
urgent and pressing demands put 
on them. The reason for this is 
that by the very nature of the 
industry, we have always had to 
provide for electricity manufactur- 
ing capacity far beyond actual 
needs. Simply because electricity 
cannot be stored for future use, we 
cannot call on reserve storage, but 
must always depend on immedi- 
ately available generating capacity. 

As Mr. Krug has said, “The in- 
stalled capacity, together with that 
now under construction, is ample to 
meet all foreseeable electric needs.” 

What a person does save by not 
using electricity is, primarily, coal. 
Steam generating plants necessarily 
use tremendous quantities of coal 
and by cutting down on the use of 
electricity, some coal is saved in the 
process. In turn, there is some re- 
lief to the manpower situation in 
the mines and some relief to trans- 
portation, both in the number of 
cars needed to carry the coal 
and in the manpower required to 
handle it. 

Even in this regard, however, it 
is well to remember that the great 
bulk of electric power is used by 
war industry where little reduction 
in the use of electricity can be 
made. 

As I said before, it may be split- 
ting hairs to contest your statement 
that “one of the major objectives 
is to save electricity,” but to us in 
the electric utility industry it is 
important that the public under- 
stand that when they are asked to 
use less electricity, it is not because 
the utilities cannot furnish all the 
electricity they need and want— 
which they can do—but because 
they are assisting in making an 
actual saving in coal and in the 
services necessary to mining and 
transporting coal. 

It is probable that even if the 
public cooperates fully in the 
brownout as requested by the gov- 
ernment, the electric utility indus- 
try itself will not be able to dis- 
pense with any manpower and 
certainly it will not be able to dis- 
continue any generating operations. 
The only saving will be on beyond 
the electric utility industry itself, 
and we feel that that fact should 
be made plain to the public. 

KENNETH L, EDE, 

Advertising Manager, Ohio 

Public Service Company, Cleve- 

land. 
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We Wait— 
With Open Arms 


To the Editor: If your staff has 
not yet discovered that the well- 
known staff of life becomes even 
more enjoyable when liberally 
spread with Double-Mix Spread— 
the opportunity is on its way. 

The carton of Double-Mix being 
sent you will do the trick, we hope. 
Anyhow, if it establishes a prece- 
dent and you find yourselves re- 
ceiving samples of everything from 
Arrow ties to XYZ in vitamins it’s 


a good trick, regardless. 
P. S. Butter, they say, will soon 
be much scarcer. 
R. G. TANNEHILL, 
Sales Promotion and Advertis- 
ing Manager, Double Mix, Inc., 
Kansas City, Mo. 
ee A. 


Agrees with Editorial 
on Paper Allocation 


To the Editor: Please accept my 
belated congratulations on your 
fine Aug. 9 editorial opposing the 
distribution of paper on an alloca- 
tions basis. This is substantially 
my own opinion about any plan 
which would be based on the essen- 
tiality of a publication. Conse- 
quently, I am all for your editorial. 

JoHNn M. Lupton, 

Director of Public Relations, 

Acheson Colloids Corporation, 

Port Huron, Mich. 


vvy 
Asks About Press 

To the Editor: Can you tell me, 
an old printer, what kind of a press 
“ve olde printer” is using in the 
Time advertisement in your Aug. 
23 issue? 

If there is any such press today, 


it would be interesting to see. Cer- 
tainly there was none like it in the 
days of the sale of Bunker Hill. The 
printer or pressman seems to have 
been borrowed from one of those 
old Washington hand press pictures 
(and I have operated one thousands 
of times), but there is no connec- 
tion in this world between his pose 
and the machine he is supposed to 
be operating. 
If you can explain this contrap- 
tion I would appreciate it greatly. 
J. A. WARREN, 
Morristown, N. J. 
vv¥esgy 


Offers Explanation of 
Insurance-Tax Question 


To the Editor: May I attempt 
to answer Mr. Ames’ letter in your 
issue of Aug. 30, quoted under the 
caption, “Sees Bad Timing in Insur- 
ance Campaigns”? 

The question of timing aside, 
there really is no conflict, or even 
inconsistency, in the two ideas “Pay 
willingly your share of taxes—even 
increased taxes—that your country 
needs,” and that implicit in the 
Bridges-Goodwin bill to permit de- 
duction of insurance premiums from 
income tax returns. 

Both of these proposals are 
“beamed” at the individual as re- 
cipient of income, but the former is 
directed at those receiving unusual 
or increased income, while the pur- 
pose of the latter is to relieve the 


stress on the group whose income 
. 
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is either fixed or decreasing. 
MarIAN S. CLARK, 


Capper Publications, Topeka, 
Kan. 
vv, 
Shave to Save? 
To the Editor: “This is the 


Army. . .” The marked paragraph 
on the inside cover of “Air Force” 
belongs in the department of some. 


Your Air Force this month has had 
a shave. The margins have been reduced 
and the format trimmed to afford readers 
more type and illustrative matter per square 
inch and, at the same time, conserve the 
paper required for each page of the publi- 
cation. This trimming is accompanied by an 
increase in pages—from forty to forty-eight 
—to permit your service journal to keep 
pace with the expanding activities of the 
Army Air Forces. The increase in pages 
also is in keeping with numerous requests 
from readers for a larger publication. 


thing or other, particularly with al] 
the publication representatives 
warning us of forthcoming paper 
cuts. 
L. C. MACGLASHAN, 
Gardner Advertising Company, 
St. Louis. 
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Salted Peanuts 


To the Editor: Re: August 14 
in The Diary. The Greeks had a 
word for it all right—but it wasn’t 
“hydra”!!! 

Although it’s not always possible 
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ERLE SMITH ~- NEWS EDITOR 
IN ZB ST 


SPEAKING OF ETCHINGS 
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ZL ENRY GOODMAN §\) 


Prominent in KMBC's gallery of station personalities is this 
showing of those who make up KMBC’s nationally famed news 
department. KMBC has long been recognized as a station of 
personalities, and its investment in these qualified newsmen has 
reaped a rich harvest in distinguished news sponsors. There's sat- 
isfaction in knowing that you'll be keeping the best of company 
in sponsoring news over KMBC. For proof of this, and details 
of a choice availability open at this time, our nearest Free & 
Peters office awaits your call. 


Free & Peters, Inc. 


SINCE 1928—THE BASIC CBS STATION SERVING MISSOURI AND KANSAS 
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to read the Ace before sending it 
on to my boss in the Army, I 
always read the Diary; it’s like 
salted peanuts; try to stop when 
once you’ve begun. Many congrat- 
ulations. 
VIRGINIA MATTHEWS, 
Cleveland, O. 
. 3? ¢ 


Reports Baltimore 
Market Up 15% 


To the Editor: This is a little 
late in the day to call your atten- 
tion to it, but in regard to the data 
on “Population Trends in Metro- 
politan Markets As Indicated by 
Registrations for Ration Book No. 
2’”-—carried in the issue of July 12: 

The Baltimore market is credited 
with an increase of 105,534 over the 
1940 Census, or a gain of 9.7%. 

As of July 31, however, the local 
OPA office reports that total regis- 
trations for the area as defined by 
the J. Walter Thompson Company 
came to 1,248,392—which is 165,092 
more than the 1940 Census figure, 
or a gain of 15.2%. 

The total difference between the 
figure reported for March 1, as car- 
ried in your table, and what the 
OPA now says it is, is 59,558. 

Of course, this difference may be 
due to late registrations for Book 2, 
but since these figures are apt to 
stand for some time, I thought you 
might be interested in having the 
latest available information: that 
the Baltimore metropolitan market 
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TRANSPORTATION, 
EQUIPMENT, MATERIALS, 
AND SUPPLIES 


THE ONLY ABC-ABP PUBLICATION 
REACHING THESE EXECUTIVES 


Everyday Working Tool in Shipping 
and Transportation 
SUBSCRIPTIONS $15.00 A YEAR 


(52 issves) 
OVER 80% RENEWALS 
Write for Specific Market Data 


TRAFFIC 
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420 SO. MARKET ST. + CHICAGO, ILL. 
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is up 165,000 or 15% over the 1940 
Census. 
CALLISON MARKS, 
Promotion Manager, The Sun- 
papers, Baltimore. 
vvy 


Ha, a Cynic! 


To the Editor: To put you in 
good humor, may I first remark that 
1 think the Diary is grand reading. 
Never miss it. 

I have no desire to seem cynica. 
but in your July 26 issue, the Ad 
Man expresses the opinion that the 
rush of volunteers to the War Ad- 
vertising Council indicates a desire 
on the part of said volunteers to 
sell ideas and to contribute to the 
war effort. 

That may be true in many in- 
stances, but I think Mr. Pegler and 
thousands of other people will agree 
with me that this rush to the Coun- 


cil is in large part due to a chance 
to “break into” advertising—a pro- 
fession with a reputation for pro- 
viding big salaries and fancy offices 
in skyscrapers, not to mention a lot 
of “importance.” 

It is not improbable that a com- 
fortable “sit” in government employ 
and possible future authority may 
also have its influence in the re- 
cruiting of “volunteers.” 

Diary AppIcT. 

[Editor’s Note: Addict’s reason- 
ing is at least a little off base. The 
“rush of volunteers” has nothing to 
do with tyros seeking to break into 
advertising. They are admen whose 
ability is no longer in doubt.] 


Glidden Names Ives 

S. L. Ives has been appointed 
advertising manager of the Glidden 
Company, Toronto. 


Mills Launch Campaign 
Universal Mills, Fort Worth, Tex., 
maker of flour and stock feeds, has 
started a series of advertisements in 
livestock publications in the South- 
west explaining to livestock men 
why certain Red Chain stock feeds 
are no longer available. ‘Copy and 
illustrations ‘also emphasize the 
importance of the entire livestock 
industry in the war effort. Adver- 
tising - Business Company, Fort 
Worth, handles the account. 


Two Name James Fisher 

Leland Electric Canada, Ltd., 
Guelph, Ont., manufacturer of elec- 
tric motors, and the Reardon Com- 
pany, Montreal, manufacturer of 
water paints, have appointed James 
Fisher Company, Toronto, to handle 
their accounts. 


Supports Seabees Drive 


As its latest contribution to the 
war effort, Pacific Greyhound Lines 
currently is using 728-line adver- 
tisements in 500 newspapers in the 
West recruiting for the Navy Sea- 
bees. Copy also asks the public to 
avoid unnecessary travel and to buy 
war bonds instead. Beaumont & 
Hohman, San Francisco, is the 
agency. 


Hooper Expands ( Quarters 

C. E. Hooper, Inc., has moved tu 
larger “quarters at i0 E. 40th St., 
New York. The new space almost 
doubles the previous offices and ef- 
fects a consolidation of the five 
different space units to which the 
company had spread. The telephone 
number, Lexington 2-3000, remains 
unchanged. 
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Praia. 


T gives you direct access to each of New England's 


20 best markets, where buying power and demand 


any other way. 


for merchandise assure mass response. 

The Yankee Network's 20 stations are your only radio 
medium tying these principal buying centers together 
and providing all-over coverage of New England. 

Each station is a long-established local enterprise with 


a record of accomplishment and a ready-made Yankee 


Network audience. This home-town acceptance is sales 
influence in its most potent form —the local impact 
which outsells long-distance effort. Put it to work for 


you and you get closer to the buyers than you can in 


ACCEPTANCE is 
THE YANKEE NETWORK’S 
FOUNDATION 


— 


THE YANKEE NETWORK, 


INC. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE 
BOSTON, MASSACHUSETTS 


EDWARD PETRY & CO., INC. 
Exclusive National Sales Representative 


nu 25 *~ 
ee — 
, ie 3 _ 
a 
— | _. 
| | | a 
SS SS .=\Vq3_—_—_____\ a?»  .\. 00 S=VS\ rt LT ia a a 
S on 
1 sf 
a. - r a 
airy” 4 Ae ‘ 
ert _ Deh - } ate 
. ~ a ; a * 3h 
{ ' £ f Caria. 
t . ’ : — 
> a ’ i 
* = Pe 
Z f be 
Perr WES IN 
aera — JANKE Eppes a 
fis 4 ‘Oe, I . : a Pn S g “ Po - i 8 a f pee. 
Be bi, P 3) +m & eee : = : re 
i a ) £ cis ” = 
a WORLD A yo W, 4 x = ge / , ae 
¥ Comat aoe season y : A A * oa ) ’ + 
Wig |, dyes 4 » toa! v4 a ae & ie wed 
WW CREE gx ‘ ne \ * sei a - ; a 
Wee =F aa / 4 LE 4 
Wy Ee ee “oe Ns \ } f a , ; * ; — 
i, lela -\ ; Y ‘ my ig = 
aa \ i . ans 
EE eS 4. eo ie oa, 
, = yan LINES: 4 ee i, oe hi ie: 
= Tigi ee 4 ween wr : F: t> ane 
ij . 4 at * , i : 
ee aa 3 4 J éf gy .* mn sis a 
TO REACH BUYERS OF ek 4 > ee 
: = “a 2 i 
oa = e+ 7 
i @ Ee) Py 4 # 4 ni a 4 i a % 
2 = : > 7 ye 
} , ~ . = ae. 4 ' Ry Sle coe 
i ane a Fug, 
a , an . y b ae 
i, A % a :, - ee 
ro, c woe e Moray Tenspon, (i a PP: oe ) gf a 
ne ~ gt Pt. Yr ‘ : . Basie car 
Ms ae ie aes 5 ae al . iin oe ie 
whet Veins << ee — 
HIGHWAY | | aes am 
id 3 Ay chess sis Scie tale . , S 3 4 <i Ba 4 ; 
4 Ph. & < ies ‘ Ae or : 
—-— aE : be ¥ ~ yok a - ” 
aa = 3 tee A ge ep 7 . 
oe RIEL. fs a 
~ ® * * ‘ ; ie wT at te %, > . a 
€ a" \ 2 ak Pa Ba : “Zz ee 3 a é 
WATER... me Ft y F . | .. 
a _ ie: Wensie 84 & F 4 ‘. a ‘ 4 ie 
tlt % 
, es we a wy ‘ ‘ a? * ee 
| ee E) ; . | , 4 | i . 
- - a co . ° $e ghee " 
f me a: . eet 
WS ; AY ath 
. a £ » ; : 
‘E — —— 
* ie 
¥ ‘ — i 4 ~~ Py a st 
es ee ee ee or 
a E. 
gee 3 
‘ ‘a . bee 
xs : aghast. Aibee We he ie re <. e —e i : . ee. Pe oh. i a gd Pee i 2 i ee > ie of ts : Racin ) ae ~— Bee a es mae soak 2 4 : in +o ach shin ¢ “= 
; eas Ms ee of a igeey np % ry = es ; : “ae Peat ‘é 
pe * ~ ai - ae af \ . ¥" 


What you 
can do... 


HE best way to insure 
good jobs and better 
living is to create an envi- 
ronment favorable to con- 
tinuous industrial progress. 


The best way to insure 
healthy industrial progress is 
through a nation-wide un- 
derstanding of the fact that 
we live better through do- 
ing more work in less time. 


Nation-wide understanding 
of that fact will result in 
laws that encourage indus- 
trial progress. 


Nation-wide understanding 
always will be a will-o-the- 
wisp, unless each business 
man does his share of: 
(1) Understanding his own 
responsibilities in maintain- 
ing industrial progress; 
(2) Explaining the relation 
between good business and 
good living to his employees 
and neighbors. 


The newspaper advertise- 
ment reprinted here is 
McGraw-Hill’s share in the 
job of explaining the source 
of good living. It has ap- 
peared in Washington, 
New York and Chicago, as 
well as in all McGraw-Hill 
publications. It is available, 
for use Over your Own com- 
pany signature, in your 
plant city. A mat, six-col- 
umn size for newspaper re- 
production, will be sent to 
you upon request. Booklet 
reprints are also supplied 
at cost ($10.00 per thou- 
sand). Write Research 
Dept., McGraw-Hill Pub- 
lishing Company, Inc., 330 
West 42nd Street, New 
York (18), N. Y, 


President 
McGraw-Hill Publishing Company, Inc. 
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H. ave you ever been out of a job? 


At present, our laws are not framed to 
encourage investment in new and better methods. 


pression. 
Many local, state and national taxes work 


lowered in price, new customers are attracted 


products are improved in service or style, or 
and new jobs created. 


F you have ever been out of a job, and if you 
had a wife, children and slender resources at 
the time, then the fattest paycheck will never 
quite obscure the memory of the days and nights 


you lived with fear. 


| 


instead 


ine, ins 


out in favor of keeping an old mach 


of buying a new one. 


That’s why it is true that good living has i 


source in 1n 


dustrial progress. 


There are tens of thousands of machines in 


man’s 


in eve 


Some of that fear lingers 


shiny new war equipment is living 3 years in one, 


and will be old when the war is over. 


When (through courageous investment in 


> That’s why you hear the words ‘‘postwar 
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WDAK Moves to Columbus 


Station WDAK has been removed 
from West Point, Ga., to Columbus, 
Ga. In addition to affiliation with 
Mutual Broadcasting System, the 
station has become affiliated with 
the Blue Network, effective Sept. 1. 


Joins Murray Breese 
Robert Rodman, formerly editor 
of the practical pharmacy edition of 
the Journal of the American Phar- 
maceutical Association, has joined 
Murray Breese Associates, 
York, as a copywriter. 
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TH 


E McCLATCHY GROUP 


NEXT WEEK 


Watch for big announcement in 


color; all about ... 


THE BEELINE 


Important news for every 


time-buyer 


Food Dehydration 
Company Bought 
by Nat'l. Distillers 


New York, Sept. 1.—Again step- 
ping outside the whisky industry, 
as it did recently in purchasing a 
number of important wineries, Na- 
tional Distillers Products Corpora- 
tion has assumed control, through a 
stock purchase of undisclosed pro- 
portions, of Sardik Food Products 
Corporation, one of the oldest and 
most active companies in the field 
of food dehydration, with plants in 
Lockport, N. Y., McAllen, Tex., and 
River Bank, Cal. 

A pioneer in~« developing the 
drum-drying process of food de- 
hydration, Sardik has marketed a 
wide variety of dried fruits and 
vegetables. Most of its processing 
facilities are occupied today with 
production for the government. 

Beyond remarking that the pur- 
chase was made “on the theory that 
some of National Distillers’ by- 
products might be developed by the 
dehydrating company,” company 
officials would not reveal any im- 
mediate future plans for Sardik. 

An extensive research program 
looking toward the development of 
new products will be launched im- 
mediately, however, with the an- 
ticipation that Sardik will produce 
a full line of packaged goods for 
consumer distribution in the post- 


war period, it was reported. Atten- 
tion will be given to such products 
as can be produced from distillers’ 
grains as well as winery by-prod- 
ucts. 

L. K. Harper will remain as 
president of Sardik and Arnold C. 
Dickinson as chairman, National 
Distillers officials said. Mr. Dickin- 
son formed the Sardik company in 
1929. Current production is pre- 
dominantly devoted to tomato juice 
cocktail, tomato flakes and tomato 
soup for the armed forces. 


Heads Film Advertising 


Jules Alberti, formerly with the 
Treasury Department in Washing- 
ton, D. C., as chief of station rela- 
tions, has been appointed national 
director of radio advertising of 
Twentieth Century Fox Film Cor- 
poration. The post is a new one, 
created in line with the film com- 
pany’s policy of increasing its radio 
activities. Mr. Alberti will head 
the new department under Hal 
Horne, director of advertising, pub- 
licity and exploitation. 


Calco Promotes Moody 


Sidney C. Moody, who joined the 
Calco Chemical Division, American 
Cyanamid Company, in 1919, has 
been appointed assistant general 
manager in charge of all depart- 
ments of the division. Mr. Moody 
has been a department sales man- 


ager for a number of years. 


“IT hear they had to expand their 


National Advertising “Department in a hurry!” 


LIGHT exaggeration, of course. But our national advertising 


department is bulging quite a bit these days. Just glance 
at The Enquirer’s national linage figures for the first six months 


of this year, and you'll understand why. 


The Enquirer's gain in national linage actually topped the 


gain of both the other Cincinnati papers combined. And there’s 


a reason. National advertisers are taking the tip-off from local 
retailers...they’re choosing the 100-year-old Enquirer because it 
is the greatest opinion-forming and action-getting newspaper 
in this town. And with the most economical milline rate! 


If you are planning for right-now sales or a solid post-war 
business in Cincinnati, put The Enquirer on your schedule. 


THE SWING 


is TO 


National Linage 


Figures 


First Six Months 1943 


Vs. 


Firs Six Months 1942 


Gained % 
The Crease 
annie (combined) 246,862 
Deily Enguirer ..... 1% ‘ 33.3 
924 
Sunday Enquirer... 69,938 ~ 
Afternoon . 16.6 
mes 76,814 
Aft 8 
“neon Paper “g 85,777 
’ 1 , 
Source. Media R : 3.6 
ee 


THE CINCINNATI ENQUIRER 


Represented by Paul Block and Associates 


SAYS GOOD MORNING TO ITS 


READERS AND GOOD BUSINESS TO 


ITS ADVERTISERS 
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WHY BULGE? 


Y Seth cow's a enceth job a 

for its own purpose. Your job is 
to be shaped for loveliness! Vogue 
foundations give you Fluid Fic 


me Girdles and Foundations 
$3.50 to $15 


This is one of nine advertisements of a 
new series to be launched shortly after 
Labor Day by Vogue Foundations, New 


Williams 
Agency. 


York, through Advertising 


Vogue to Use New 
Copy Angle in 
Girdle Campaign 


New York, Sept. 1.—Vogue Foun- 
dations, New York, manufacturer of 
girdles and foundations, will get its 
fall advertising campaign under 
way shortly after Labor Day, using 
consistent, small-space units in 
newspapers in 12 key cities across 
the country. 

A somewhat unusual twist in 
girdle advertising marks the new 
advertisements, with the usual art 
work showing the girdled feminine 
form played down, while such 
‘shaped’ for slacks?’’, “Do you suffer 
‘shaped’ for lascks?”, “Do you suffer 
from ‘work-bench’ spread?”, 
“Shaped like a spitfire or a barrage 
balloon?” give the campaign a new 
approach, 

Another advertisement in _ the 
series, captioned, “How well do 
you know your ‘camouflage’ ”’? tells 
the ladies that “any disguise or de- 
ceptive expedient is camouflage,” 
and adds that “Vogue’s fluid fit 
effectively ‘camouflages’ your over- 
generous spots.” All insertions in 
the series will carry the prominent 
descriptive phrase, “Vogue Founda- 
tions With Fluid Fit,” above the 
company’s signature. 

Williams Advertising Agency, 
New York, handles the account. 


Blees Heads Y & R 
West Coast Offices 


William A. Blees, who joined the 
Hollywood office of Young & Rubi- 
cam about a year ago as account 
executive on the Consolidated-Vul- 
tee account, has been appointed 
vice-president in charge of the 
agency’s West Coast offices. 

Mr. Blees was formerly sales 
manager of Buick - Pontiac - Olds 
Sales Corporation, and a vice-presi- 
dent of J. Sterling Getchell agency. 
Glenhall Taylor continues as man- 
ager of the radio department in the 
Hollywood office, with Robbins Mil- 
bank as manager of the San Fran- 
cisco office. 


Now... 
5 6« City 


IN POPULATION IN THE U.S." 


MOBILE 


ALABAMA 
OVER 


200,000 


Population Recapitulation, 
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A Great Newspaper in a Great Market 


THE MOBILE PRESS REGISTER 
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“red Weber Head 
New Company to 
Operate WDSU 


Washington, D. C., Sept. 1—Fred 
Weber, general manager of Mu- 
tual Broadcasting System, will re- 
sign to take over direction of 
WDSU, New Orleans, under an 
agreement approved by the FCC 
this week for the sale of the station 
for $200,000 to a three-man corpo- 
ration in which Mr. Weber is the 
junior stockholder. 

WDSU, which has been operating 
on a probationary license as a result 
of several technical violations of 
FCC regulations, was owned by 
Joseph Ulholt, who has operated it 
since it was licensed as WCBE on 
Feb. 15, 1924. The station got into 
difficulties with the FCC during Mr. 
Ulholt’s recent protracted illness. 

As a result, WDSU was granted 
a probationary license until Oct. 21. 
At the same time the station nearly 
lost a construction permit to in- 
crease its power from 1,000 to 5,000 
watts, although the entire new 
plant had already been installed. 

In addition to Mr. Weber, who 
will hold an eighth of WDSU’s 
stock, other new owners are H. G. 
Wall, formerly secretary of the Fort 
Industry Company and at present 
owner of 51% of WIBC, Indianapo- 
lis, and G. A. Stephens, owner of 
Community Motors, New Orleans 
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“We Understand 
Results; KRNT 
Delivers Them’ 


—reports R. W. Byerly 


“Starting with a brief test campaign, 
Super-Valu Stores now give radio a 
major share of responsibility for 
building weekend food-sales,” re- 
ports R. W. Byerly. Iowa manager 
for Winston & Newell. 


“Winston & Newell sponsor 95 Super- 
Valu Stores in Iowa, of which 22 are 
in Des Moines. Last October, we 
decided to test radio as a stimulant 
for store-traffic. After a careful 
check, we chose Station KRNT, with 
a 25-minute Saturday morning show, 
Darts and Dashes, as the selling 
vehicle. 


‘The show clicked from the begin- 
ning—hence our original order has 
had three renewals. Also, we now 
use spot announcements on Station 
KSO as a build-up for daily sales. 


“We don’t pretend to understand 
the technical side of radio—but we 
do understand results, which KRNT 
@nd KSO are delivering in full 
Measure.” 


KSO 


owles Stations in 
DES MOINES 


BASIC BLUE 
AND MUTUAL 
5000 WATTS — 


aa 
BASIC 


Affiliated with Des Moines Register & Tribune 


Represented by The Katz Agency 


Buick agency. Mr. Stephens will 
hold 50% of WDSU, with Mr. Hall 
owning the remaining stock. 

Under terms of the agreement, 
Mr. Weber is entitled to buy a third 
of Mr. Stephens’ stock if he con- 
tinues in his post after Jan. 1, 1945. 

The FCC has already adopted its 
proposed findings in the WDSU case 
providing that the station may have 
its regular license reinstated, and 
may apply for reinstatement of its 
construction permit if no further 
violations of commission rules are 
reported before Oct. 21. The sta- 
tion, a Blue affiliate, now operates 
on 1,280 kilocycles with 1,000 watts. 
Since new equipment is already in- 
stalled, the new corporation will 
probably be able to change to 5,000 
watts as soon as the construction 
permit can be reinstated, and the 
proper engineering tests completed. 


Wilson Signs to 
Broadcast Tennis 
Finals Sept. 4-6 


Forest Hills, L. I., Sept. 2. — The 
tradition that lawn tennis is a 
“sissy’s game” went overboard long 
ago. The theory that it is played 
and followed only by a few mem- 
bers of the Cabot-Lodge clan was 
exploded with equal thoroughness 
here today when the United States 
Lawn Tennis Association announced 
that the finals of the National Ama- 
teur Tennis Tournament Sept. 4-6 
will be sponsored for the first time 
in its history. 

Wilson Sporting Goods Company, 
Chicago, has bought time on the 
full Blue Network for three con- 


secutive days and will bring the big 
show to tennis fans throughout the 
nation over 165 stations. The Satur- 
day schedule is 15 minutes; Sunday, 
30 minutes; Monday, 45 minutes. 
The Chicago sporting goods com- 
pany is said to have had consider- 
able competition in chalking up its 
scoop through United States Adver- 
tising Corporation. 

Harry Wismey, noted sports an- 
nouncer, will be at the microphone 
to give the play-by-play, and will 
introduce such celebrities of the 
tennis world as Ellsworth Vines, 
Alice Marble and Mary Hardwick. 


NAEA Meets Oct. 11-12 


The Newspaper Advertising Ex- 
ecutives Association will hold its 
fall war conference Oct. 11-12 at 
the Hotel La Salle, Chicago. 


Dowell Joins S&M 


Julian Dowell, formerly art di- 
rector of Batten, Barton, Durstine & 
Osborn and Wm. Esty & Co., has 
joined the New York office of Sher- 
man & Marquette in the same 
capacity. Mr. Dowell’s name was 
inadvertently misspelled in the 
story (AA, Aug. 30) about the ex- 
pansion of the agency’s New York 
staff. 


WERC Staff Expanded 


Station WKRC, Cincinnati, has 
added two new members to its pub- 
licity-promotion department. Bob 
Schmitt, formerly with the Cincin- 
nati Times Star, will write publicity, 
and Dorothy McCord, returning to 
the department, will do merchan- 
dising and trade extension work. 


Making the grade as one of these rough-tough, 
Yank commando boys, calls for whipping his weight 
in bobcats. It needs the cunning, too, of a Davy 
Crockett .. . that inborn, unbeaten resourcefulness of 
the American frontiersman that’s never been equaled, 
much less licked. 


And a Ranger’s got to measure up to superman 
‘ proportions in wind and limb and staying power .. . 


INTERNATIONAL 


PAPERS FOR PRINTING AND CONVERTING 


cd 


7? 


“Do YouR J0B, TOO 


Fre RANGERS ... ALL GRIT AND GO GET “— 


BUY WAR BONDS 


* 


be able to flush an adversary in darkness. Science and 
psychology are strained to the limit to pick a Ranger 


—and only “A” double plus rates. 


Printers select SPRINGHILL TAG .. 


. 100% bleached 


surfaced-sized sulphate paper that can everlastingly take 
it—printed, typed, or written—for index-dividers, tags, 


charts, and schedule cards. 


® 


PAPER COM 


220 EAST 42ND STREET, NEW YORK, N. Y. 


PANY 
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lace beside the Army-Navy “E” 
Labor -M anagement in national advertising \? Me ay m M 
tion badge of merit. Although the Th D f Ad M | 
Emblem to Appear|emviem may be used by all plants e lary or an an B 
* Ad ti a which have labor rest on , C 
committees registered wi ’ This diary embraces the observations and reflections of one of America’s 
on ver s5Ing and by the committee, WPB spe- most prominent and widely known advertising men. It is presented in O: 
Washington, D. C., Sept. 1.—The| cifically cites firms that do an out- ADVERTISING AGE weekly, exactly as written, without benefit of “editorial ¥ 
hand-in-hand emblem of the War| standing labor relations job. : direction” of any kind. The author is glad to receive comment, but can- “ 
Production Drive will be appearing} Recently ten firms engaged in not answer letters, except as he may find it appropriate to do so through La 
shortly in advertising, house organs| war work were named by the War the column. of . 
and publicity material of war plants| Production Drive Committee, and vine 
and labor unions as part of a gov-| given special authorization to use August 23. The week starts badly. First, days of Woodrow Wilson. Almost he con- as J 
ernment effort to publicize the joint| the symbol. They are Anaconda my editor gently pins my ears back for vinces me that a Federal Trade Commis- for 
participation of labor and manage-| Copper Mining Company, Bridge- approving the designation “kidnaper” for sioner, and even an Examiner, may be coul 
ment in the nation’s war préduction| port Brass Company, Carrier Cor- an agency man who conspires to carry off among God’s children. miss 
effort. poration, Douglas Aircraft Com- accounts while drawing pay for shepherd- chal 
The symbol, showing the gloved! pany, E. I. du Pont de Nemours & ing them. Then three publishers of comics e filed 
hand of the worker gripping the|Co., Goodyear Tire & Rubber Com- exhale various degrees of concern over my ‘ D 
white cuffed hand of the manager,| pany, International Harvester Com- comment on their non-use of the continuity August 27. Today a client asked me to lara 
was designed by WPB to take its| pany, Packard Motor Car Company, technique: one to prove that he does use help him produce, for his organization, a cou! 
A Revere Copper & Brass Company it (to whom my apologies); one to prove sort of economic primer about his business. last 
and Westinghouse Electric & Mfg. that he shouldn’t; and one to suggest that © He wants to show: (1) what the place of low! 
Company. it is contrary to the freedom of the adver- this business is in the total scheme of Luh 
a tising press for me to express an opinion gy Bd pg tg? a on perl 
. . «ss it. i i e ep ques 
Joins Radio Advertising ae ee played in it by the different groups of ais 
e workers, the management, and capital; an ma 
STAN DARD PI co ig Bay Say Be ; so on. It is a job that I approach with peal 
Herald’ Tribune and before that August 24. Hearing that I was going to relish. If there is any hope at all for F" 
STUDIOS INC. with the Hearst newspapers, has be in the Southwest, a friend in Simon and ~— maintaining an industrial democracy in Mile 
joined the eastern sales staff of The Schuster sent me a copy of their recent this country, it is because business men of t 
640 I. MICIRGAN AVE. » CHICAGO inten Wetlie, Wow Tare publication An Invitation to Spanish. I like this one are seeing that everybody -* 
Whitehall 5355 Sass: abla » can highly recommend it to anybody who in a business has a stake in it. soug 
. N wants an entertaining preparation for post- com 
Joins Sutton News war Hispano-American relations. After ° lait 
Miss Leigh Shepard, formerly studying it, I decided today to give myself ; regu 
with the public relations staff of L. a try-out by ordering breakfast in a Span- August 28. A good deal has been said drug 
Bamberger & Co., Newark, has ish restaurant. So, in my best manner, I and written about the news approach in com 
joined the staff of Sutton News asked for jugo de naranja, dos huevos advertising. But visiting today with a the 
Service, New York, as public rela- revueltos, pan tostado, y cafe, and was young father, I had brought home to me 
tions counsel. delighted when I was understood. At least, again how much of advertising news is 
I appeared to be, for the waitress came what you need to know when you need Tt 
right back with that old Spanish phrase: to know it. The Greek philosopher who an 
“Ho-kay!” said that we never step twice in the same ave 
e stream, would have understood that the lead 
° flow of a market is the only constant thing - 
tk August 25. It is hard enough, in the about it. The old news becomes. fresh vert 
— best of times, to sit down when the peaches along to new areas of experience, new cont 
are ripening, and write an ad that will needs, and a new receptivit a qu 
strike the mood of Christmas. But who , P scrik 
can help the poor copywriter this year, as e on t 
he cocks his ear to catch the tune which there 
the War Gods will be calling four months August 29. Whether this world is get- _ 
hence’ ting better or worse I wouldn’t care to ae 
* specify. But, for whatever it signifies, I soug 
do observe in this country many signs of Mile 
August 26. I have had several experi- a greatly increased interest in good art. agre 
ences with the Federal Trade Commission Many of the artists whom I have known, an i 
in my career of crime, and have always other than commercial illustrators, for- ear 
come out of them with something less than merly lived in genteel poverty. But now hate’ 
feelings of mutual regard. So I was jolted quite a few of them make comfortable Sarr 
today when I discovered that an urbane livelihoods, and can look their grocers in ing 
and delightful gentleman, with whom I the face. George Hill, with his usual , 
had become quite chummy, was the first acumen, was among the first in advertising — 
chairman of this omniscient body, in the to sense this change in art appreciation. = 


BUT—nopony EVER BOUGHT covER- 
AGE OF THE GRAND RAPIDS-KALAMAZOO 
AREA FROM DETROIT OR CHICAGO! 


Maybe there are some big mar- 
kets in the U. S. which you can 
“buy” from 150 miles away. But 
the Kalamazoo-Grand Rapids 
area isn’t one of them. On good 
nights it’s of course “possible” to 
hear some of the big Chicago or 
Detroit stations—but not one of 
them comes through consistently. 


) MILLION |' 


rc NTHLY 
CERCULATION 


ONE MEDIUM... 
Murray & Malone Street Car and 
Bus Advertising gives youcomplete 

urban coverage in Minnesota. 


MURRAY & MALONE CO 


_ STREET CAR & BUS ADVERTISING * MINNEAPOLIS, MINN. 
MINNEAPOLIS «+ ST. PAUL + DULUTH + SUPERIOR 


MINNEAPOLIS 


AND ST. PAUL MEMBER OF 


Naturally, the folks in the Grand 
Rapids-Kalamazoo area don’t 
think much of that. So... they 
tune to WKZO! 


WKZO broadcasts on 5000 Watts, 
at 590 KC. It’s Columbia enter- 
tainment right from the heart of an 


the Grand Rapids-Kalamazoo 
area. If you want to cover this 
big market, don’t kid yourself &§ ¢ a U i il G 


about Detroit or Chicago. Tele- 
‘THE DISPATEH - COLUMBUS, OHIO 


phone Free & Peters for the facts 
Rees «3 See oy eae 


The Kalamazoo-Grand 
‘ Rapids Area is the home of 
1,483,509 better-than-average 
consumers who vastly pre- 
fer WKZO to any and every 
other radio station, either 
“outside” or “inside” the 
Area. Write for “The Tale 
of Three Cities’. 


about Western Michigan! 


*If you don’t believe this, aa us a line 
and we'll send you the proof! 


WKZO %: 


covers all Western Michigan, with studios in 


JOHN E. FETZER, President and General Manager 
FREE & PETERS, INC., Exclusive National Representatives 
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Advertising Age, September 6, 1943 


Miles Renews Its 
Battle for Court 
Order Against FTC 


Washington, D. C., Sept. 1.—Miles 
Laboratories, Elkhart, Ind., maker 
of Anti-Pain tablets, Liquid Ner- 
vine, and Nervine tablets (as well 
as Alka-Seltzer) has set the stage 
for another effort to get a federal 
court ruling on Federal Trade Com- 
mission labeling regulations by a 
challenging answer to a complaint 
filed with the commission this week. 

Defeated in an appeal for a dec- 
laratory judgment in the district 
court for the District of Columbia 
last spring, Miles this time is fol- 
lowing the advice of Justice O. H. 
Luhring who, in dismissing the 
earlier action, advised that the 
question of jurisdiction must be 
raised before FTC, and appeal then 
made to the circuit court of ap- 
peals. 

FTC issued the complaint against 
Miles July 10, following dismissal 
of the earlier court action, which 
was precipitated when the company 
sought to head off an impending 
complaint. At the time, Miles 
claimed that FTC had no right to 
regulate labeling of its proprietary 
drug products, which the firm said, 
complied with the requirements of 
the Food and Drug Administration. 


Claims Ads Deceptive 


The FTC complaint asserted that 
in newspaper, periodical and radio 
advertising, Miles had made “mis- 
leading and deceptive’ statements 
about its products, and that the ad- 
vertisements “failed to reveal that 
continued use of the preparation, in 
a quantity exceeding the dose pre- 
scribed, may cause dependence up- 
on the active ingredients contained 
therein, may cause blood disturb- 
ances and collapse, and may be in- 
jurious to the health of children.” 

Previous to the action, FTC had 
sought to arrange a stipulation with 
Miles in which the firm would 
agree to include certain warnings 
on its labels, and to refer to these 
warnings in its advertising. Alter- 
nately, the FTC asked that the full 
warnings be placed in all advertis- 
ing. 


THERE'S NOT 
ANOTHER 
LIKE IT! 


a According to the re- 

cent U. S. Census of 
Housing, radio ownership 
in Southern New England 
is far above the national 
average. 

Radio can come closer to 
giving your sales message 
100% coverage than any 
other medium. And radio 


in Southern New England 


means but one thing — 
WTIC. 


Represented by: WEED & COMPANY 
New York, Boston,.Chicago, Detrolt, Sen 


Francisco and Hollywood | 


In its reply, Miles asserts FTC is 
acting beyond the scope of the Fed- 
eral Trade Commission Act. The 
answer says the law does not re- 
quire, and does not give the com- 
mission authority to require, that its 
advertisements contain such warn- 
ings. It says, however, that since 
September, 1939, “notwithstanding 
the absence of such legal: require- 
ments,” its advertisements have 
contained references to the direc- 
tions for the use on the labels of 
the packages, which directions are 
based on requirements of the Fed- 
eral Food, Drug and Cosmetic Act. 

The answer also denies that the 
advertising is false and misleading, 
charging that directions were given 
in portions of advertising not quoted 
in the complaint. The firm asserts 
its advertising representations are 
true, and that the preparations are 


safe under conditions prescribed in 
the advertising. 


Names Kupsick Agency 

Pictorial Films, New York, dis- 
tributor of home motion picture 
films, has appointed J. R. Kupsick 
Advertising Agency to service its 
account. A group of eight trade 
publications and four consumer 
magazines are on the current 
schedule. 


Klarman Joins WMCA 


Howard B. Klarman, formerly 
with Macfadden Publications, New 
York, and more recently with 
Crowell-Collier Publishing Com- 
pany, has joined Station WMCA, 
New York, as sales promotion man- 
ager. 


Schedules Fall Campaign 


Edward L. Stern & Co., New 
York, has scheduled a fall adver- 
tising campaign for its line of De- 
fender watches in class and general 
magazines. Theme of the campaign 
will be “Defenders of time—now 
and in the future.” It will stress 
the fact that military promptness 
will be a new responsibility upon 
the accuracy of watches in postwar 
days. William G. Seidenbaum Ad- 
vertising Agency handles the ac- 
count. 


Adams to Ayer Staff 


Robert S. Adams, formerly spe- 
cial assistant to the vice-chairman 
of the War Production Board, has 
joined the Philadelphia staff of 
N. W. Ayer & Son. 


29 
Sponsor Food Contest 


The Minneapolis Star Journal and 
Tribune have launched a “How to 
Save Food Contest” in which $800 
in war stamps will be awarded to 
150 winners. The contest, extend- 
ing from Aug. 29 to Sept. 15, invites 
entrants to write their ideas for 
saving food, and has been endorsed 
by the Minneapolis Red Cross Nu- 
trition Council and the Consumer’s 
Interest Division of the OCD. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


Its 


pointed Editor of The Farmer-Stockman. 


throughout Oklahoma and Texas. 


Stockman during recent years. 


New Editor 


FERDIE DEERING, associate editor for 


the past six and a half years, has been ap- 


Mr. 


Deering came to The Farmer-Stockman in 1937 
as associate editor, bringing with him a com- 
bination of practical experience in southwestern 
farming and ranching methods and authorita- 
tive agricultural writing that earned him im- 


mediate respect and confidence of farm leaders 


He has de- 


voted much of his time to visiting and talking 
with farmers in this area, familiarizing himself 
with their problems. As associate editor he has 
written many of the leading articles on farming 


and livestock raising appearing in The Farmer- 


Mr. Deering’s 


background and experience qualify him to 
stand at the helm of the Southwest’s dominant 
farm paper and guide it to ever-widening fields 
of service to Oklahoma and Texas stockmen 


and farmers. 


New Associate Editor 


T. C. RICHARDSON joins the staff of The 
Farmer-Stockman on September 1 as Associate Editor. 
Mr. Richardson comes to The Farmer-Stockman with a 
record of 20 years’ service on the editorial staff of “Farm 
and Ranch”. 
reporter and writer in the Southwest, together with his 
earlier experiences as county agricultural agent, farm 
operator, and newspaper publisher, brings added strength 
and prestige to the staff of The Farmer-Stockman. 


Represented Nationally by 


His long experience as an agricultural 


The Katz Agency, 


The Farmer-Stockman Introduces 


T. C. Richardson 


The Farmer-Stockman 


OKLAHOMA CITY, OKLAHOMA 
The Monthly “Trade Journal” of 230,000 Southwestern Farmers 


Inc. 
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DeLong Promoted 


F. B. Delong, vice-president in 
charge of sales in the Los Angeles 
district, Columbia Steel Company, 
San Francisco, has been made vice- 
president and general manager of 
sales. He succeeds J. R. Gregory, 
who was appointed vice-president 
of sales of the newly formed 
Geneva Steel Company, also a U. S. 
Steel Corporation subsidiary. 


t=: AND DAY 


Postwar Job Problem 
Studied by Committee 


To meet the challenge of the 
7,000,000 to 12,000,000 unemployed 
predicted by the U. S. Bureau of 
Labor Statistics as likely six months 
after the war, the Public Affairs 
Committee has prepared a summary 
of the findings and recommenda- 
tions of the National Resources 
Planning Board on postwar jobs 
and social security. The committee, 
headed by Ordway Tead as chair- 
man, has offices at 30 Rockefeller 
Plaza, New York, and an imposing 
list of committee members. 

This summary, “Jobs and Secur- 
ity for Tomorrow,” by Maxwell S. 
Stewart, contrasts the American 
emphasis on jobs in its postwar 
thinking with the insurance ap- 
proach contained in the British 
Beveridge plan. 

The pamphlet points out that we 
must not only be prepared to pro- 
vide for millions of unemployed 
after the war, but also to provide 
them with more than we did after 
the last depression. 

“A survey by the NRPB of 59 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


cities of 25,000 or more population 


revealed that is none of the cities 
was the relief grant sufficient to 
maintain a family on an ‘emer- 
gency’ level. And the ‘emergency’ 
level used in this survey is itself 
much too low to maintain a family 
in health. The ‘emergency’ budget 
is only about 72% of the ‘mainte- 
nance’ budget worked out by the 
Division of Social Research of the 
Works Progress Administration,” 
according to the pamphlet. 

Underlying the entire plan of the 
American social security program 
is “the idea that every man who 
wants to work and is capable of 
working shall have a job.” 

“This is a fundamentally differ- 
ent approach from the British ap- 
proach,” Mr. Stewart declares. “The 
British have got away from charity 
by emphasizing insurance and the 
pooling of risks in dealing with 
insecurity. But in dealing with the 
threat of postwar unemployment, 
our planning authorities have em- 
phasized jobs and constructive work 
rather than any form of cash help.” 

“Furthermore,” the pamphlet 
continues, “the American policy of 
linking insurance benefits to wages, 
in contrast to the British system of 


equal benefits and equal contribu- 
tions for all, has been adopted be- 
cause of a desire to give the Ameri- 
can worker every incentive to seek 
advancement.” 

“Jobs and Security for Tomor- 
row” by Mr. Stewart is the 84th 
in a series of popular, factual, ten- 
cent pamphlets issued by the Public 
Affairs Committee, a nonprofit, 
educational organization. Mr. Ste- 
wart is also author of the Public 
Affairs pamphlets “The Beveridge 
Pian,” “After the War?”, and “How 
Can We Pay for the War?” 

ok * 


One of the most active forces in 
the postwar planning movement is 
Rotary International. Its Commit- 
tee on Participation of Rotarians in 
the Postwar World has been carry- 
ing on intensive studies of the prob- 
lems that will be faced after the 
war, based on interchange of cor- 
respondence from 40 correspondents 
in 30 countries. Periodic meetings 
of the committee are held to dis- 
cuss these matters and pass along 
suggestions for action to Rotary 
clubs throughout the country. 

A folder recently sent to all the 
clubs suggests the “Work Pile Plan” 
and outlines steps for organizing 
such a program and carrying it out. 
Samples of four check sheets to be 
used in the program are supplied, 
designed to catalog all possible 
employment possibilities and work 
that can be provided by business, 
profession, farm, and household 
divisions of a community. 


War's a typical cross section of New 


York? 


It can be a bunch of figures on an adver- 
tising man’s chart. Or it can be something 
much more alive and exciting to study. 


The people on a crosstown bus, for example. 


Look at these people and ask yourself if 
you can tell who reads what paper every 


day. 


We're not going to tell you they all read 
our newspaper, the Journal-American. We 
are going to tell you many of them do. 


How do we know? 


Because you can’t sell 632,000 copies of a 
newspaper every evening without covering 
a lot of people, all kinds of people, and 


REPRESENTED NATIONALLY BY THE RODNEY E. BOONE ORGANIZATION 


JournalaggyeAmerican 


Ran M bao 


ARGEST NEW YORK EVENING NEWSPAPER 


citizens. 


No one takes a bus unless it’s going his 
way. And neither does anyone read a paper 
unless it’s going his way, unless it satisfies 
his needs. For forty years we’ve been sat- 
isfying the needs of the largest reading 
public of any evening paper in New York. 


you places. 


NEW YORK 


from every economic group. You can’t col- 
lect 1,100,000 buyers every Sunday with- 
out taking in all types of good American 


No, not any more than you can run a bus 
line without carrying all kinds of people. 


If you want to sell them, well, we suggest 
you try riding along with us. We'll get 


THE ONLY ONE WITH ALL THREE WIRE SERVICES—AP+ UP (NS 


tingling 


| US All OVER! 


Our readers get the most complete informa- 
tion not only from the war front but from the 
home front. For we are the only evening news- 
paper in New York with all three major wire 
services—AP, UP and INS. In addition, our 
own famous writers cable in exclusive pulse- 


stories from every front in this war- 


ring world. 


Home-front news? The Journal covers local 
and national news like a blanket—by both 
story and picture. 


So if it's news you want in a newspaper— 


get the Journal-American. 


Advertising Age, September 6, 1943 


Instructions to the local clubs are 
that such a program should not be 
started in competition with other 
postwar activities in the community, 
Instead, if postwar planning already 
is being done by other organiza- 
tions, Rotary is expected to offer 
its services in helping to keep the 
work going. 

As part of the organization’s 
activity, the Rotarian Magazine has 
been publishing a series of articles 
to clarify the problems ahead and 
the need for planned action now 
to cope with them. Many of these 
have been reprinted in a booklet, 
“A World to Live In.” The Sep- 
tember issue of the magazine car- 
ries many articles on postwar plan- 
ning, including a story on how 
postwar planning work has been 
organized in Brainerd, Minn., as a 
guide to others wishing to initiate 
such a program. 

*k * 


Nearly 1,000 delayed delivery 
orders have been placed for the 
Cessna family plane, according to 
Kansas Business Magazine, which 
quotes Dwane L. Wallace, president 
of the company. The company as- 
signs a temporary priority number 
for delivery to anyone who lists 
with it the serial number of as 
small as a $25 war bond. A perma- 
nent number is assigned when the 
amount reaches $500. So far the 
a initial registration has been 


* * 


The Cleveland Committee for 
Economic Development has estab- 
lished an Organization Action Com- 
mittee under Wilmer H. Cordes, 
manager advertising and sales pro- 
motion, American Steel & Wire 
Company, as chairman. The objec- 
tives of the committee are three- 
fold: 

1. To urge every Cleveland busi- 
ness association to schedule one or 
more of their regular meetings this 
fall on the subject of postwar plan- 
ning. 

2. To stimulate a broad base of 
postwar thinking and to bring post- 
war planning to the attention of 
persons in a wide range and variety 
of occupations in the whole busi- 
ness field. 

3. To encourage Cleveland’s busi- 
ness associations to provide their 
members with an opportunity to 
discuss postwar planning from vari- 
ous specialized points of view. 

* * ak 


war planning is to be launched 
Sept. 15 by- Glenn Griswold, public 
relations counsel and former editor 
and publisher of Business Week. 


“Planning.” It will be designed to 
help business discover new prod- 
ucts, new manufacturing, market- 
ing and selling techniques, and 
sound management methods to be 
employed in the postwar period. 


There will be two major develop- 
ments for over-night traveling ac- 
commodations after the war, ac- 
cording to E. E. Adams, vice-presi- 
dent in charge of transportation re- 
search of the Pullman Company. A 
duplex roomette car which will 
provide 24 beds as against 24 or 28 
berths in the regular Pullman car 
will be produced in quantities. 
These accommodations will cost 
only 10% more than a lower berth 
and give the operators more reve- 
nue from a similar number of cars 
inasmuch as under normal condi- 
tions only about 17 berths per car 
were sold because some people will 


for circulation analysis that shows how 
The TOOL & DIE JOURNAL covers the 
Cycle of Buying Influence in 13,000 in- 
dustrial plants. Address: 2462 Fair- 
mount Blivd., Cleveland, Ohio. 


THE MAGAZINE 
THAT GETS RESULTS 


A specialized news letter on post- 


The name of the-service--will be- 
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ne ’ age, PIC TILDE’ Dy Ex 
not use an upper berth. Only ex- 
rimental cars of this type were 
completed before the war. For low 
cost sleeping accommodations, Pull- 
man is developing a triple deck 
coach-sleeper. 
* * * 

Formal inauguration of a Radio 
Technical Planning Board for the 
radio industry will be made Sept. 
15 at a meeting of the Institute of 
Radio Engineers and the Radio 
Manufacturers Association and 
other industry organizations. The 
poard will be a technical advisory 
board to formulate recommenda- 
tions to the Federal Communica- 
tions Commission and other govern- 
ment and industry agencies on the 
technical future of radio develop- 
ments, including spectrum utiliza- 
tion, television, and frequency 
modulation. 


‘Hotel Monthly’ Cuts Size 


The Hotel Monthly, published by 
John Willy, Inc., Chicago, effective 
with the January, 1944, issue will 
change its trim size from the pres- 
ent 9x12 to 8%x11™% inches. The 
type page will remain the same, 
7x10 inches. 


Publicity Head Named 


Phyllis R. Doherty, for the past 
three years assistant editor of the 
New England Purchaser, has joined 
WNAC, Boston, and the Yankee 
Network as director of publicity. 
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NEWSPAPER GROUP 


Chicagoland's Most Pow- 
erful Advertising Medium 
offers you over 
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Greater than the home-delivered 
circulation of all Chicago Dailies 
combined! 


SAVE NEARLY 
25% 

on this 92-paper 

combination rate 


See our regular listing in 

Standard Rate & Data un- 

der Special Newspaper 
Advertising Services. 


CHICAGO SELECT 
NEWSPAPER GROUP 


64 E. Lake St., Chicago |, Ill. 
Phone ANDover 3311 


New Major Role 


for Industry 
Seen After War 


New York, Sept. 2.—If the 
world’s standards of living fail to 
reach new heights in the postwar 
era it will not be for want of the 
technical foundations on which 
those standards rest, according to 
the current issue of the Guaranty 
Trust Company’s monthly review 
of business and financial conditions. 

Under the spur of wartime ne- 
cessity, industrial developments 
that might otherwise require years 
are being compressed into months, 
the survey says. 

“If these new heights are not 
reached,” the bank asserts, “it will 
be because of failure to solve the 
complex economic, social and po- 
litical problems that are being 
raised by the war and to perform 
the difficult readjustments that will 


become necessary with the return 
of peace. Unless these obstacles 
are surmounted the world will be 
in grave danger of finding itself 
saddled with bureaucratic forms of 
government that the depression and 
the war have brought upon it, and 
that will prove incompatible with 
the free institutions under which 
science and enterprise, working 
hand in hand, have achieved in the 
unexampled material -progress of 
the last century.” 

Citing some of the major fields 
of industrial development, the sur- 
vey heads the list with “the wide 
variety of devices and methods 
known collectively as electronics,” 
pointing out that about 750 differ- 
ent types of electronic tubes are 
already in use. It is estimated that 
the total value of this industry’s 
product in the United States this 
year will surpass that of the entire 
automobile industry before the war. 


Radar Future Bright 


In this field, the bank asserts 
radar, the radio detection and 
ranging mechanism that reveals the 
direction and distances of ships and 
aircraft, has a wide range of pos- 


sible applications in radio, televi- 
sion and other means of communi- 
cation. It is added that its use may 
be possible in many fields ranging 
from cooking to the treatment of 
diseases. 

In the field of chemistry the 
manufacture of synthetic rubber, 
the bank believes, is “here to stay.” 
In the field of plastics, it is asserted 
that whereas the prewar consump- 
tion was measured in pounds, pros- 
pective postwar use is expressed 
in tons. In the field of metals it is 
pointed out that the expansion of 
the use of some of the light metals, 
such as aluminum and magnesium, 
has been phenomenal. 

With respect to the field of trans- 
portation, the survey points out that 
the demands of war have con- 
tributed greatly to the development 
of superior grades of motor fuel and 
of Diesel engines, adding that the 
future growth of air transportation 
seems to be beyond question. 


Gibbons Gets Account 


Moyer School Supplies, Toronto, 
has appointed J. J. Gibbons Ltd., 


Toronto, to handle its account. 


31: 
Stone Named Manager of | 


Quaker Oats Advertising 


M: S. Stone has been named 
manager-of the advertising depart- 
ment ‘of Quaker Oats Company, 
Chicago. He will continue to be in 
charge of purchasing, budgets and 
personnel chargeable to advertising 
and will continue to assist L. R. 
Hawley on Quaker Oats, Mother’s 
Oats, and specialty advertising cam- 
paign policies. 


“Boy! WFDF Flint Michigan 


comes in strong up here!” 
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...every Friday night! 


The Golden Gate Quartet. Four boys who just 
“picked up” and began singing around the South. 
Their fame spread, and pretty soon they won a regu- 
lar program on WBT. Then they went on CBS coast- 
to-coast, and you know the sequel: nation-wide 


ght. 


So we discovered another quartet, the “Southern 
Sons.” The same kind of thing happened. 
We announced a Fourth of July competition to 
pick a new group; the prize—a regular weekly spot 


Word of the tournament spread fast: 48 quartets 
piled in from 7 Southern states, from Florida to West 
Virginia. We made the auditions public—charged 
40c admission. 5,000 spectators jammed the WBT 
auditorium. For nine hours—2:00 to 11:00 p.m.— 
these typical WBT listeners roared and stamped ap- 
plause, as group after group took their places on the 


Represented by Radio Sales, 
the SPOT: Broadcasting Division of CBS 
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Now the “walls come tumblin’ down” 
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stage, shuffled their feet, swung into their numbers. 
And when the Montgomery Quartet from Blacks- 
burg, S.C. won, the “walls came tumblin’ down.” 


The winners share their prize with you—a regular 
program on WBT, 8:15 to 8:30 every Friday night. 
And from all reports the 4,000,000 people in WBT’s 
107-county primary area approve the choice of our 
new WBT quartet. You'll approve it too, when the 


Montgomery Quartet goes to work for you. Better 
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CHARLOTTE + 50,000 watts * 
The South's Best Salesman 


ask us or Radio Sales for details. 
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WAR MESSAGES FOR ADVERTISERS' COPY 


Recipe Book Released 1p eben A Railroads Doing Ine 
Pillsbury Flour Mills Company,| Pacific Northwest Transit Adver-| .,, ER Eno edenbbtehnnesDanceee 

* Lapeae has printed a free|tising, Portland, Ore., Southwest Fine War Job, alae inet a earns 4 gochey apna 7 Pri 

% booklet for bakers containing war-| Transportation Advertising Com- [ ANE if 
‘ time recipes of 17 basic dough for-| pany, San Antonio, Tex., and Motor| N@wy Study Shows # AX Pp 1 NEXT OF KIN C a 

a mulas calling for low amounts of|Coach Advertising, Racine, Wis., i. 34 4 eee ! 
— shortening and sugar: The booklet,| have been elected to membership| Chicago, Sept. 2—How key ex-| | . at your command! ——~ ' acltad sco mah! ' W 
“Basic Victory Formulas,” is being in the National Association of} ecutives of American business view : Ginette manmentionees 1 é : shoe 
; distributed by Pillsbury salesmen.| Transportation Advertising. the postwar outlook for the coun- H Ie, wnbroadcat deta about cor var efor, the flloving i! Taling + nd te same Js inn he ' infor 
a try’s railroads is told in detail in a TD —wiquteineghtey arene | BR rte eo or ‘ shoe 
: study og issued by oO ae oe ST rs te se } tera 0 70m, un mton of ence Schr 
research department of Henri, Hurs | "Dy "redio velors, word seaches Berlin ond Tokye. Asis plance 1 iting. trends these like things. Hundreds of such random Bure 
& McDonald, Chicago agency, dis- F ES Td ep cnet « .» whitch dagen cm eargute " ae ee tp peg me Com 
tributed widely to business organ-| © “Wu Tocy one” Think betore you tall! an they've been published or broadcast. Think before you alk! = Indu 
izations. The study follows a sim- secon of wo omar Le | wacanawenccosoneeooosesd the 
ilar work on the postwar possibili- a ween nn nn nena Pens S SS nw enn nnn nena, Com 
; ties of the airplane for business and OPMCIAL WAR MESSAGE NO. 7 a OMMCIAL WAR MESSAGE NO. 8 ' WwW 
i. pleasure use. ; ty If ou were ' the i 
i ° : ; In this study the viewpoints of ' OUR BEST HABIT 14 J ¢ leatl 
— With Faithorn Complete Service high executives from 50 cities in 17| | ENT ing, 
a ’ a , states are presented, representing ’ the Axis H ; “eon 
a 4 %, This can be accomplished through Faithorn large companies . 30 gee o + + SAYS b ' Drea i Lars grea 
a Y, < . classifications. Their replies reflect American sociability! We love so ox segnthor ond ' flown your ores ond care open. B pert veryhing Yow 1 in lo 
PAINTING jing, (3) Printing, with art work and layouts— roads are performing a good serv-| 1 4.2m ~~ 5 100 vandom phrase shout our wer tt Ase ares othe be and ceric. A ' pam 
way ice in the present war emergency. ; ont important miinary cra which pou may help be: Ug selven, But when careully correlated with hundreds of suber Re 
all under ONE roof. We think in terms of results. They are carrying more freight and| | eceitienneewe |) Ba means | pee 
—_ passengers than anybody would }., ” wo 1 | they've been primed or broedcast. Think before you talk! ' ane 
Why send cuts to one concern t ads to another have thought possible prior to the pas aay a air 2a ma alana - pa aon thos oo ln a alae tiatrie " Ame 
many blocks away—and then give your printing wer, " a ce sped si sciol 
, xecutives opine that rail- i ion i ’ + : 
to a firm even farther distant? You can cut costs, roads are perhaps suffering even por wy th ae ae baa heme wal Zones ‘aaae ah the “Th 
eliminate worry and save Time, Trouble and more severely than other industries} War Advertising Council in line with the “war message in every ad" program. dard 
M by hevi do th tote toh from failure of nage esos } on They may be inserted in advertisers’ copy in any size, typographic style or form tion 
Oney by having us ao the complete job. ure up to pressure of war demands. desired. tors, 
4 Many railroad employes are forget- vari 
Only ONE order and ONE contact necessary. ting courtesy in their contact: with| 5 gps ie om a4 
he general public under the heavy|titude of employes towar e| as government and labor control. 7* 
TH b FAITHORN CORPOR ATION a pt y traveling public and improvement| “About one-half of the executives WM 
, in the method of securing accom-| answering ae pa ne ange | — ‘tone 

See Bright Future modations,” the report states. the railroads are not doing all they 
Ad-Setters e Engravers e Printers - ‘ me ¥ 1 aa yp ae ring A of a oo can - build ae will now for oe 
“Many o e suggestions o ese} are optimistic regarding the possi-| peacetime operations. 

504 Sherman 5t., Chicago ° Phone Wab. 7820 executives for improvement of rail-| bility of railroads after the war.| “Through their advertising, rail- Ses 
road passenger service during the} Many feel that the postwar picture] roads are getting ac:css the story for ' 
war period deal largely with the at-! will be contingent on such factors} that the railroads as a whole are orn 

doing a good war job. Most of the — 
respondents know of the limitations purr 
railroads face in securing new natty 
equipment. poll: 
“A third of the executives feel “~~ 
that railroad advertising as a whole : 1 
compares favorably with airline ad- al 
vertising, while about one-fourth 
feel the airlines are doing a better He 
job of promoting public relations in Ei 
their advertising.” dent 
In the postwar era, a majority beer 
feel that the railroads will be able ager 
successfully to compete for both to | 
freight and passenger volume. Har 
Of those answering, 48.4% felt chal 
the roads are doing a “splendid” San 


MARKET 


5 96% COVERAGE OF THE 
OMAHA METROPOLITAN 


43% COVERAGE OF THE 


reat Market! 


Easily Dominated with ONE Newspaper 


an hour, to cross it! 


Greater in extent than the dis- 
tance from Omaha to Chicago! 
You’d drive over 15 hours, at 35 miles 


Nebraska’s 93 counties, plus 10 in Iowa. 
One of these counties, alone, is larger 


RICH 


It includes all of 


than the state of Connecticut! 


metropolitan market 


and Denver—hundreds of other flourish- 
ing cities, towns and villages—thousands 


of rich farms! 


This area includes Omaha, greatest 


between Chicago 


DAILY 193,257; SUNDAY 187,743 ABC. 6 Month’s Average Ending March 31, 1943 


One of America’s phahont per 
home and per farm. Richer, 
today, than ever before! Farm income 
for 1942 was 60% above that of the pre- 
vious year! Omaha bank clearings are 
among the highest in the nation! 


EASY TO REACH 


Only ONE newspaper—ONE schedule 
—ONE low cost—does the job! 

Write us or our representatives for 
new market data! 


war job. 


28 Radio Veterans 
Added to 20 Year Club 


The second roster of the Twenty 
Year Club has been released, with 
28 new members numbered among 
radio’s veterans, bringing to 109 the 
total number of living members of 
the club, covering all fields of radio. 

H. V. Kaltenborn, NBC’s veteran 
commentator, founder of the club 
which was organized in April, 1942, 
published the roster. Orestes H. 
Caldwell, editor of Electronic In- 
dustries, replaces David Sarnoff, 
president of RCA, as the mythical 
“Veteran of Veterans.” Mr. Cald- 
well pioneered in radio transmis- 
sion in 1904, while Mr. Sarnoff got 
his start as junior telegraph oper- 
ator with Marconi Wireless in 1907. 


Arrow Gets Account 


The U. S. Detergents Company, 
New York, manufacturer of Jaro, 
has appointed Arrow Advertising 
Agency, New York, to handle its 
advertising. Newspapers and busi- 
ness publications will be used. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily— 


426,683 FAMILIES IN ALL aed te ben aad we tite 
93 NEBRASKA COUNTIES— i By ae —/ each copy working 24 hours daily 


to bring you coverage of today's 
best-spending customers 
100,000 readers daily! 


AND 10 IN IOWA 


Omaha WwoRtD” 


D- HERALD 


One of the Nation's Great Newspapers 


* *& THE & * 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


Owners and Operators of Radio Station KOWH 
O'MARA & ORMSBEE, Nat'l Representatives: New York—Chicago—Los Angeles—San Francisco 
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Industry Urged to 
Promote Wartime 


Care of Shoes 


Washington, D. C., Sept. 1—A 
shoe industry publicity campaign to 
inform purchasers on the care of 
shoes is suggested by J. G. 
Schnitzer, of the leather unit of the 
Bureau of Foreign and Domestic 
Commerce, in an article, “The Shoe 
Industry Is Maintaining Faith,” in 
the September issue of Domestic 
Commerce. 

While complimenting efforts of 
the industry to adjust itself to WPB 
leather restrictions and shoe ration- 
ing, Mr. Schnitzer suggests that 
“consumers could be convinced that 
greater care of their shoes results 
in longer wear and greater service.” 
One method he suggests would be a 
pamphlet outlining proper care. 

Repeated use of the advertising 
phrase “Look at Your Shoes, Every- 
one Else Does,” has made the 
American public more shoe con- 
scious than are the people of other 
countries, Mr. Schnitzer writes. 
“This, as well as the higher stan- 
dards of living and acute competi- 
tion among producers and distribu- 
tors, resulted in a larger and more 
variable size and style production 
in the United States than else- 
where.” 

Mr. Schnitzer describes how war- 
time restrictions reduced the num- 
bers of styles, and how stores have 
used advertising to explain these 
restrictions to the public. He pre- 
dicts expanded postwar consump- 
tion—consumer purchases of four 
pairs yearly—but urges that cur- 
rent promotion stress conservation 
involving the use of shoe trees and 
polishes. This promotion, he says, 
would assure longer shoe wear and 
a larger volume of business by re- 
tail outlets. 


Heads New York Office 


Eugene I. Harrington, vice-presi- 
dent of Foote, Cone & Belding, has 
been placed in charge of the 
agency’s New York office. Previous 
to his transfer last January, Mr. 
Harrington was vice-president in 
charge of creative work in FCB’s 
San Francisco office. 


BEST RADIO BUY 
IN BALTIMORE! © 


AND THE 
BLUE NETWORK 


Shaw Succeeds Hillpot 
in CIAA Radio Office 

Donald S. Shaw, former New York 
radio and advertising executive, has 
been named to succeed William Hill- 
pot as director of the New York 
radio office of the Coordinator of 
Inter-American Affairs, Don Fran- 
cisco, director of the CIAA radio 
division, has announced. Mr. Hill- 
pot resigned Aug. 31 to join the 
William Morris Agency. Mr. Shaw, 
formerly general manager of Station 
WMCA, New Yerk, was previously 
assistant to the president of Mc- 
Cann-Erickson, and prior to that 
was eastern sales manager of NBC. 
He has been with the CIAA for the 
past six months. 

Mr. Francisco also announced that 
Wilfred S. Roberts will continue as 
director of all program planning and 
production. Mr. Roberts recently 
concluded a radio inspection tour in 
— America for the Coordinator’s 
office. 


Hudnut Keys Copy 
to Promote Drive 
for Womanpower 


New York, Sept. 1.—With the 
nation’s industries clamoring for 
womanpower, Richard MHudnut, 


manufacturer of beauty prepara- 
tions, has keyed its advertising copy 
to urge women to take jobs in war 
production plants or in necessary 
civilian service. 

Full-page four-color insertions in 
Harper’s Bazaar, Life and Vogue 
will promote the womanpower 
drive for the next three months, 
carrying such captions as “Speed 
the End of War!” and “One Woman 
Can Shorten This War!’, with art 
work showing a woman arising 
early in the morning and doing a 
hurry-up hair-do to save time and 
get to work. 

“If you can’t weld or run a 
trolley, you can help organize a 


community nursery or work in a 
department store,” says the second 
advertisement in the series, adding, 
“But what you need most of all is 
time to take on this extra responsi- 
bility.” In this connection, copy 
emphasizes Hudnut’s prepared series 
of beauty shortcuts from the Du- 
Barry Success School, with sketches 
showing just how to effect such 
shortcuts at bedtime. 


Hope to Allay Fears 


A spokesman for Richard Hud- 
nut told ADVERTISING AGE that the 
new copy theme has been conceived 
to allay the fears of many women 
with regard to their personal ap- 
pearance when working in defense 
industries, and that the suggested 
shortcuts to beauty detailed in the 
new campaign are expected to 
have a salutary effect in enrolling 
women into the ranks of industry 
and other jobs. 

Kenyon & Eckhardt, New York, 
is the agency. 


New Department Created 


The commercial research division 
of Curtis Publishing Company, 
headed by Donald M. Hobart, has 
been raised to the status of a full 
department. Its activities, especi- 
ally in connection with postwar de- 
velopment, will be expanded. 
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fmmmmm READ BY ALMOST 


EVERY MEMBER OF CONGRESS 
MBE! 


(But Washington influence begins at home) 


HUMPHRY DUMPHR 


SAT ON THE WALL 
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: Bt " I 


BUT LATER HE HAD CONSIDERABLE TROUBLE 
GETTING BACK ON HIS FEET! 


Keeping good names out front in 


Wartime, will mean a head start when the 


last siren sounds the All-Clear 


LAWRENCE C. GUMBINNER ADVERTISING AGENCY 


9 EAST 41ST STREET, NEW YORK 17, N. Y. 


ADVERTISING FOR TODAY-—and Tomorrow 
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‘Reader's Digest’ Flayed 
for ‘Misleading’ Article 


"Who's Loony Now?’ 
Query Inspired by 
Dentifrice Story ~° 


[Editor’s Note: So much interest 
has been stirred up by the Reader’s 
Digest story on dentifrice advertis- 
ing that ApvVERTISING AGE devotes 
space here to an inspired “answer 
to the Reader’s Digest” written by 
Zenas L. Potter, former prominent 


agency executive, who is now serv- 
ing the government in Washington. 
Mr. Potter puts into words thoughts 
which have been expressed infor- 
mally throughout the advertising 
world. ] 


By ZENAS L. POTTER 


I have just finished reading 
“Taking Dentifrice Ads to the 
Cleaners” in the August issue of 
Reader’s Digest, which purports to 
reveal the cunning ways.in which 
the American public is lured into 
using various sorts of tooth pastes, 
powders and liquids, and the search- 
ing way in which that modern 
gladiator, the Federal Trade Com- 
mission, is protecting the public 
from misrepresentation. 

“Advertising men,” it says, “have 
done such a good job of selling den- 
tifrices that millions of American 
medicine cabinets are _ cluttered 
with tubes, and cans and bottles, 


-| bought in the belief that their con- 


tents will lend a sparkle to teeth, 
and claims have been so extrava- 
gant that the Federal Trade Com- 
mission, whose job it.is' to protect 
the public against falsification in 
advertising, has just had to crack 


down several times during the past 
year.” 

One would suppose that such 
honest protectors of the public 
against misrepresentation as_ the 
Reader’s Digest and its anonymous 
author, who seems to speak authori- 
tatively for the Federal Trade Com- 
mission, would themselves studiously 
avoid misrepresentation and exag- 
geration, but if there were a Fed- 
eral Trade Commission to protect 
the public against misrepresentation 
in magazine articles, they would 
stand convicted on many counts and 
a cease and desist order would be 
issued against the use of prejudicial 
words like “clutter up” when one 
wishes to describe dentifrice con- 
tainers occupying medicine cabi- 
nets. 


Why the Ugly Words? 


Why do you suppose they used 
the words “clutter up”? Were they 
trying to leave the reader’s mind 
in an unprejudiced attitude toward 
dentifrices? 

Now I am no expert, like those of 
the FTC. I have not put dentifrices 
through laboratory tests; nor have 
I, like them, examined the medicine 
cabinets of millions of Americans, 
to make sure that dentifrice con- 
tainers “clutter” them up. (They 
must have examined the millions or 
how would they know?) But I have 
had teeth for about 56 years, have 
gone through countless bouts with 
dentists and I have lived in a fam- 
ily and community using dentifrices, 


Kalamazoo is Twins! 


Always a major Michigan market, 
Kalamazoo today offers twin values 
that any advertiser can understand. 
Peacetime production of paper 
products, pharmaceuticals, stoves, 
castings and machinery is now greatly 


increased by additional 


mands, Bank clearings are running 


A BOOTH Michigan MARKET _ 


te ke eee 


tS abs Santee 


epee a Pag ahs 


mazoo retail trading zone, and the 
Kalamazoo Gazette has a daily circu- 
lation of 35,681. 


wartime de- 


15% ahead of last year. Retail sales 


are up 12%. 


A single newspaper, the ketlie. 
zoo Gazette, “Michigan’s Oldest News- ' 
paper,” covers this big, busy Michigan 
market practically home by home. 
There are 38,000 families in the Kala- 


tye 


For further facts, call Dan A. 
Carroll, 110 E. 42nd Street, New 
York City, or John E. Lutz, 435 N. 
Michigan Avenue, Chicago. 


Grand Rapids. Pr° Saginaw New 
100° zette atric \ 
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PLAYING BOTH ENDS AGAINST THE MIDDLE 


While the August 
issue of the 
Reader’s Digest 
was “taking den- 
tifriceadsto 
the cleaners,” 
including the 
advertising of A of 
Listerine, the 
August issue of 
Selecoes do 
Reader’s Digest, 
Reader’s Digest’s 
Brazilian edition, 
was carrying this 
full-page Lister- 
ine advertisement 
to unsuspecting 
Brazilians who 
did not know 
that “advertising 
men have done 
such a good job 
of selling denti- 
frices that mil- 
lions of Ameri- 
can medicine 
cabinets are clut- 
tered with tubes 
and cans and 
bottles.” The 
Brazilian edition, 
which carried the 
Listerine page 
and those of 46 
other American 
companies, did 
not include the 
article on denti- 
frice advertising. 


TOOTH PASTE 


LISTERINE } 


PARA A COMPLETA HIGIENE DA BOCA = 


A ESCOVA DE DENTES QUE 
LIMPA TODOS OS DENTES 


A Escéva de Dentes Pro-phy-lac-tic ¢ desenhada cientificamente ™ 
para alcangar ¢ limpar todos os dentes. A sua superficie curva ¢ 
resistente intromete-se entre os dentes, removendo as menores 
particulas de alimento. 0 topete da escbva, alcanga ¢ escdva facil 
¢ detalbadamente os dentes detrds. 

As Escéwas de Dentes Pro-phy-lac-tic sao encontradas em varios 
estilos ¢ tamanhos. Compre uma Pro-phy-lac-tic, para usdla, 


© CREME DENTAL LISTERINE, € OBTER 
DENTES ALVOS £ CORUSCANTES 


A féemuls secreta do Creme Dental Listerine possde o 
maximo poder de limpeza e polimento. Os seus dentes tornam- 


BY mais fresca—mais limpa...£, o que ¢ mais, voct ficard en- 
& | rusissmado com o agradive! gosto do Creme Dental Listerine! 


diitio com o Anmtissético Listerine — puro ~ destreird 
milhoes de germens da boce ¢ da gargaota—sjudard a 
proteger-The contra resfriados ¢ inflamagies da gargants. 
Terminaré qualquer mda cheiro, ambém, deixando o seu 
. hélito docemente perfumedo. 


-«-@ Antisséticn Linerine. Um gargerejo 


VOCE NECESSITA OS TRES 


and until I read this article I was 
of the opinion that I and the com- 
munity and dentifrices were getting 
on pretty well together. I still 
think we are. But it is clear that 
FTC, Reader’s Digest and denti- 
frices are having an awful time 
together. 

Of one thing I am certain: every 
dentifrice container I have seen 
occupied less space, looked less 
sloppy, was better protected against 
dirt and was more convenient to 
use than a jelly glass full of salt 
and soda, which once was briefly 
domiciled in our medicine cabinet. 
My wife, for a few days a number 
of years ago, became a devotee of 


that dental preparation which the 
Reader’s Digest article recommends 
as “as good as any.” She soon de- 
cided that she liked other flavors 
better and that it was considerably 
easier to squirt a gob of tooth paste 
onto a tooth brush from a tube 
than to dump salt and soda on from 
a jelly glass. But, friends, those 
were the days of “clutter up” in 
our medicine cabinet—and all over 
the wash basin, as well! 
“Cluttering up,’ however, is not 
the only evil attributed to denti- 
frices. They have won their way 
into those millions of medicine cab- 
inets by misrepresentation, being 
bought “in the belief that their con- 


TO MAKE 


FASTER... 


CH” eee 


Largest Circulation in the South 
186,663 Daily and 245,462 Sunday 


The Atlanta Journal 


NAT'L REPRESENTATIVE: SAWYER-FERGUSON-WALKER 


f_ 
y 


GET IN TOUCH WITH GRACE 

Atlanta Journal Food Editor. She can help you do a job down South 

-introducing a new product, stimulating on old one. Write Hartley .. . 
Have your Southern district manager see her. 


HARTLEY, 
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tents will lend sparkle to the teeth.” 

Now I am no expert, even in the 
use of words; but to me this clearly 
implies that dentifrices do not lend 
sparkle to one’s teeth, and this is 
contrary to my personal experience 
and, I suspect, to that of the mil- 
lions whose medicine. cabinets are 
cluttered up. Of course, there are 
opportunities for disagreement as to 
the exact meaning of “sparkle.” My 
teeth, I must admit, after being 
cleaned with Dr. Lyon’s, Pepsodent 
or Ipana, never reflected sunlight 
like a diamond or a mirror. Sun 
rays shining upon them never set 
magic searchlights dancing about 
the landscape. But if “sparkle” 
means that they were cleaner and 
looked so, I know darned well that 
they “sparkled.” 

But let’s pass from generalities 
to specific charges levied against 
those misleaders of the public: the 
dentifrice advertisers. Reader’s Di- 
gest leads off with Ipana and gives 
it a major portion of space; so we 
shall do likewise. The first indict- 
ment is as follows: 

In its complaint against Bristol-Myers 
Company, makers of Ipana, the FTC 
last October branded as false and mis- 
leading such ads as, “Keep your teeth 
clean and white by using Ipana—the 
yellowish tint on your teeth will dis- 
appear.” As a matter of fact, said the 
FTC, Ipana will not remove the tint of 
teeth naturally yellow or stained with 
tobacco. The “brilliance,” ‘‘brightness,”’ 
“luster” or “sparkle” of teeth is due to 
the natural qualities of the tooth enamel. 
The teeth of some persons possess those 
qualities, those of others do not—and 
will not acquire them through the use 
of Ipana. All tooth pastes or powders 
will wash away surface stains. 


The Effect of Soap 


Once, when I was a boy, I played 
hide and seek in the cellar and 
sought concealment in the coal bin. 
When my mother caught sight of 
me, afterward, she cried: 

“What a sight! Go look at your- 
self in the mirror.” 

I did, and the boy who stared 
back at me looked like the end man 
in a minstrel show. 

“Go wash yourself at once,” my 
mother commanded, “and use 
plenty of soap and water.” 

When I had finished I looked in 
the mirror again and found my face 
not black, but white. Ever since 
then I have been of the opinion that 
the soap and water made my face 
white. It seems that I was mis- 
taken, for my face was white all the 
time, underneath the coal dust. The 
soap couldn’t have made it white, 
for it was just naturally so. But 
think of all the mothers since soap 
was invented who erroneously have 
believed that soap made their smal! 
boys’ faces white! 


A Similar Situation 


Of course, teeth don’t have coal 
dust on them; not often. But if not 
cleaned they do collect a yellowish 
“tartar,” which the dictionary calls 
“a dental deposit.” I don’t need to 
argue about it, for everyone with 
teeth knows of its existence; even 
if the Reader’s Digest and FTC 
seem not to. And cleaning with 
Ipana, or with any other good den- 
tifrice, takes it away and leaves the 
teeth looking cleaner and whiter. 
_This yellowish “tartar” is not a 
tint “of the teeth” which, as FTC 
says, no dentifrice can change. It is 
a tint “on the teeth,” which Ipana 
said it would remove, and which it, 
or any other good dentifrice, will 
remove. ’ 


WANTED... 


this kind of man 


® We want an engineer—or ‘aman 
with a good technical background 
—who can write. He must have 
some practical knowledge of the 
metal-working industries in par- 
ticular, for we want him to be able 
to sell basic metals and alloys in 
— to specific markets. e 

ave close contact with one of the 
largest companies in its field—be 
responsible for the creation and 
servicing of industrial copy, as well 
as consumer. 


The location is New York and the 
job is with a well established ad- 
vertising agency handling a diver- 
sified list of large national accounts. 
For the right man. who can handle 
his end of the job and develop 
with it, this opening offers an ex- 
ceptional opportunity for a perma- 
nent and profitable association. 


It should especially appeal to some- 
one with the necessary qualifica- 
tions who perhaps is doing a fine 
job in a similar field now, but 
would like to move to New York 
and into greater responsibility and 

portunity. If you are interested, 
Please give us complete information 
which will be held in strict con- 
fidence. Address Box 4291, Adver- 
tising Age. 100 E. Ohio St., Chicago. 


Incidentally, Ipana did not claim 
that it alone would remove this yel- 
lowish tint “on the teeth,” as the 
Reader’s Digest article seems to 
imply when it says, “All tooth 
pastes and powders will wash away 
surface stains’. Ipana only said 
that it would remove this yellowish 
tint. And it will. 

But let’s get on to indictment 
No. 2: 

Of greater concern to FTC was the 
fact that Ipana had seized upon the 
favorite technique of patent-medicine 
advertising—herding customers to the 
drug counters by frightening them. The 
heavy artillery in Ipana’s scare-adver- 
tising campaign is “Pink Tooth Brush.” 
FTC experts went on the trail of this 
dread new disease, allegedly sweeping 
America, and found that it was appar- 
ently invented and developed in the ad- 
mens’ office. Dentists pooh-pooh it. 
“Except as an advertising catch-phrase, 


the term ‘Pink Tooth Brush’ is ridicu- 
lous,” said the Journal of the American 
Dental Association. ‘‘There is no recog- 
nized clinical entity in dentistry known 
as ‘Pink Tooth Brush.’ In brushing the 
teeth blood may appear on the tooth 
brush, but this may or may not be 
serious.” 

Before we get into an analysis of 
these charges, let us note these 
phrases: 

“seized upon the favorite technique of 
patent medicine advertising” 

“herding customers into the drug stores” 
“heavy artillery of Ipana’s scare-adver- 
tising”’ 

“went on the trail of this dread new 
disease allegedly sweeping America” 

I ask you, reader, are these the 
analytical phrases of a truth-seeker; 
or the prejudicial phrases of a 
muck-raker? 

But let’s get down to an analysis 
of these charges. 


Ipana did not, as FTC and RD 
imply, state either that “pink tooth 
brush” was new or that it was a 
disease. Or that it was a “clinical 
entity.” It did say that it was a 
thing to be avoided and that clean- 
ing one’s teeth and massaging one’s 
gums with Ipana would help one 
avoid it. — 


Relates Experience 


Ipana did not say that it was the 
only dentifrice which when used 
for cleaning the teeth and massag- 
ing the gums would help prevent 
“pink tooth brush.” It said that 
cleaning and massaging with Ipana 
would help do so. And it will. 

I happen to have had “pink tooth 
brush” troubles this past year and 
I want to relate my experience, for 
it has a direct bearing on the mat- 
ter under dispute. 


35 


For 50 odd years I cleaned my 
teeth without gum bleeding. Oh, 
my gums may have bled a bit when 
I got new and extra stiff bristled 
brushes. But it was no common 
occurrence. Last year, however, I 
began to notice blood on my tooth 
brush. First just a little. Then a 
little more. Then fairly regularly. 
I always have had such good teeth 
I have been a bit careless about 
them. Perhaps if I had read more 
Ipana’s “scare-advertising” I would 
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HERE Tue Air Rovtes Cross 


is the Market of Tomorrow 


Do You Know That: 


ANADA’'S favourable air position is only one of 
the many factors which point to a tremendous 
growth in importance of Canada as a world market. 


Now is the time to reconsider what that growth means 
to you, to set up a revised plan for Canada, to adver- 
tise for tomorrow's sales. 


Maclean's is Canada’s largest national circulation 
and most powerful magazine, read by over a million © 
Canadians in the middle and top income groups, 
distributed evenly in ratio to population and purchas- 


- @ The direct route from New York to Moscow crosses Montreal, Canada ? 
@ Winnipeg is on the air line between Chicago and Tokio? 
@ Canada is the crossroads of the main world air routes of tomorrow 


ing power in every province, every city, town and 


village. 


Influential, its pages closely read, its following loyal, 
Maclean's is the recognized first-choice medium to 
reach Canada’s expanding market. Since the first 
of 1943, fifty-eight new advertisers have entered 


Maclean's columns. 


Write today for further information. Arrange to see 
our special presentation, “Canada, the Market of 


Tomorrow.” 


MACLEAN’S 


CANADA'S NATIGNAELE 


MAGAZINE 


481 University Ave., Toronto, Canada 


This map re-sketched from a 
new, startling, AZIMUTHAL 
EQUIDISTANT map in full col- 
or published in July 1, Maclean’s. 
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522 Fifth Ave. 
Murray Hill 2-7888 
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have gone to a dentist at once. But 
I didn’t. I waited until a tooth 
began to bother. 


The Dentist Speaks 


When I did go the dentist poked 
about in my mouth and made my 
gums bleed badly. 

“Ah ha,” he said. “You have been 
neglecting your gums.” 

“I noticed they were tender and 
— when I cleaned my teeth,” I 

“Exactly,” he replied. “You should 
have attended to it long ago. You’ve 
got pyorrhea!” 

That’s how I know what “Pink 
Tooth Brush” means. 

“Pink Tooth Brush,” of course, is 
not a disease. It’s like the rash of 

i 


ee 
LOWEST COST 
IN THE BUSINESS FIELD 


measles. Not all rashes are a sign 
of measles and not all bleeding 
gums are a sign of pyorrhea. But 
when gums begin to bleed regu- 
larly it’s a sign no one should neg- 
lect. Personally, I thank the ad 
men for “pink tooth brush.” It’s 
more easily understandable English 
than phrases like “recognizable 
clinical entity.” And any company 
that tells millions of people that 
“pink tooth brush” is a warning 
sign and how to avoid it, is a public 
benefactor, even if it is selling a 
dentifrice. 


Familiar Words 


But to get on with my pyorrhea. 
The dentist first chipped all the 
hardened “tartar” off my teeth; said 
it was irritating the gums. Then he 
treated the gums with something 
that looked like iodine and tasted 
vile, and with a sickeningly sweet 
liquid which he said would shrink 
them. Then he said, “When you 
clean your teeth in the future, mas- 
sage your gums. It will help to 
keep them healthy.” 

I could not help but remember 
this experience when I read FTC’s 
indictment of Ipana. “Pink tooth 
brush” had been a warning of my. 
pyorrhea, Hardened “tartar” that 
hadn’t been cleaned off, had irri- 
tated my gums. Massage would 
help keep my gums healthy. 
Strangely similar, isn’t it, to Ipana’s 
advertising? 


fect upon your gum tissues, 


Contrary to FTC’s allegation, 
Ipana did not claim therapeutic 
properties. It did claim that clean- 
ing the teeth with Ipana and mas- 
saging the gums with Ipana would 
help one avoid “pink tooth brush.” 
After my experience I am inclined 
to think it will. 


Tsk, Tsk, You Can’t! 


But let us examine the last in- 
dictment against Ipana: 

Ipana men think gums need “exercis- 
ing.” ‘When you massage with Ipana 
you can actually feel its stimulating ef- 
as lazy 
gums start to waken and circulation 
speeds up.”” FTC, however, pointed out 
that you cannot exercise your gums any 
more than you can exercise your toe- 
nail. Gums are non-muscular tissue 
and their firmness and health are de- 
pendent not at all upon anything Ipana 
can do. 

It is clear that the admen did 
mislead the public when they said 
gums need “exercise.” Just the way 
Reader’s Digest misled the public by 
the title “Taking Dentifrice Adver- 
tising to the Cleaners.” The fact is 
that the ads were taken nowhere. 
They were just analyzed. Saying 
they were taken anywhere was mis- 
leading. And certainly they never 
were taken anywhere near a laun- 
dry or dry cleaning establishment. 

Are admen to be denied use of 
pictorial terms in ads which harm 
no one, while a magazine like Read- 
er’s Digest is permitted to use them 


All 3 for $2.60 a Line 


598,000 Circulation 
UNIT SPACE... 
Cc. W. te earn the Unit Rate of $2.60 a line must 
be placed as a unit order and run in one calen- 
dar month. Separate key numbers for each 
publication may be used. 


Advertising in K. F., M. R., and 


in an attack upon product names of 
great value to their owners? 

To me it is clear that Ipana was 
just advocating massage of the 
gums—which my dentist also advo- 
cated. 

Of course, gum massage is possi- 
ble without Ipana; just as body 
massage is possible without rubbing 
alcohol. But the alcohol helps the 
masseur, and it feels mighty good. 
Just like Ipana, in both respects. 


Sees Very Little Wrong 


I have asked myself over and 
over if this Ipana advertising has 
anything about it that can harm 
anyone. It encourages cleaning 
teeth. That is a good thing. It 
encourages the use of a good denti- 
frice. That is a good thing. It 
makes people want to have teeth 
that are pleasant to see. That is 
a good thing. It encourages gum 
massage. That is a good thing. It 
makes people aware of the trouble 
which may be brewing if they have 
recurring “pink tooth brush.” That 
is a good thing. It educates people 
in dental hygiene. That is a good 
thing. So far as I can see its only 
evil is that it promotes the sale of 
Ipana. FTC and Reader’s Digest 
seem to prefer salt and soda; but 
I'll bet my eyeteeth they really 
don’t use it themselves. 


FTC Does Good Job 


The Federal Trade Commission 
has done a lot of good in the past 
in censoring advertisements that 
were fleecing the public and that 
were encouraging dangerous self- 
medication. But if ads that are 
harmful to the public are getting so 
scarce that the agency can find 
nothing more useful to do than to 
descend to such refinements of 
criticsm as are found in its attack 
upon Ipana advertising, it seems to 
me we have reached a point where 
we can well cut down its staff until 
those who remain have real work 
to do. With the world aflame with 
war surely there are more impor- 
tant ways to spend money to free 
the world from things dangerous to 
public welfare. 

Or if the government wants to 
protect the public from all misrep- 
resentation, we should extend the 
authority of the FTC to cover mag- 
azine articles, news ‘reports in the 
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press, radio broadcasts, Congres. 
sional debates, Presidential elections 
and love. Of course, there could 
then be no articles on “Taking Den- 
tifrice Ads to the Cleaners”; the 
papers would be 90% white space, 
radio commentators would be re. 
placed by music, there would be 
profound silence under the capitol 
dome in Washington, we _ should 
hear neither of the candidates in 
the next election and in love-mak- 
ing the young man would be re. 
stricted to saying, “Marry me, dar- 
ling. I’m just like all other men!” 
Praising his sweetheart also would 
be banned. He would be too likely 
to resort to exaggeration. 


Why a Special Case? 


Really, why should advertising be 
gone over with the finest kind of 
a fine tooth comb, when everything 
else placed before the public is full 
of exaggerations of which advertis- 
ing would be ashamed. I am not 
pleading for a return to advertising 
that fleeces or harms the public. Al) 
I am saying is, let’s get rid of silly 
criticisms. 

Here is the reason given for 
FTC’s objection to the use by Calox 
of the phrase, “You can have teeth 
that ‘Shine Like the Stars’ ”: 

Apparently wise to the ways of Holly- 
wood the FTC reminded McKesson & 
Robbins that Calox could hardly hope 
to make ordinary teeth outshine the 
white polished celluloid caps the movie 
stars often wear over their less perfect 
looking teeth. 

It would be permissible, I sup- 
pose, to say, “You can have teeth 
that ‘Shine Like the Stars’—when 
they aren’t wearing celluloid caps.” 
On second thought, however, I can 
see that even this would not do. 
Some stars might have teeth nat- 
urally yellow—and teeth naturally 
yellow just couldn’t “shine.” Or 
could they? 


Sloane Joins Institute 

Chet Sloane, until recently circu- 
lation promotion manager of News- 
week, has been appointed head 
of the advertising and promotion 
department of the Labor Relations 
Institute, New York. Previously 
Mr. Sloane had been in charge of 
advertising and promotion for the 
Dell Publishing Company and Par- 


ents’ Magazine. 
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ern Michigan. 


increased again this year. 
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The South Bend Tribune has a circu- 
lation in these two cities of 43,521— 
or 121 percent coverage of the homes 
in both and is the one daily in the field. 
This is complete coverage, plus. 


The Tribune also dominates the en- 
tire surrounding area. Total Tribune 
circulation is more than 80,000. This is the largest cir- 
culation of any paper between Indianapolis and Grand 


Rapids — the largest in Northern Indiana and South- 


STORY, BROOKS & FINLEY, INC. National Representatives 


ONE Paper 
Covers BOTH 


South Bend and Mishawaka 


The South Bend area is a war production center. The 
buying power for the entire territory was $405,801,000 
in 1942. This was an all time high but is sure to be 


This market— population 461,000—can be reached 
effectively only by using the Tribune. No big city 
paper has other than very thin coverage. You will do 
well to investigate. Your inquiry asking for further 
facts will receive immediate attention. 
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MOBILE HOUSE 


will be supplied by lumber and 
building materials dealers pretty 
much the same as they have in the 
past. 

3. There will be a lot of im- 
provements in methods and ma- 
terials, but the chances for extreme 
“dream” houses are still very slim 
for years to come. 

4. National Gypsum subscribes 
to the permanent place of the Gold 
Bond dealer in the building in- 
dustry. 

5. National Gypsum is building 
its entire program around the Gold 
Bond dealer, just as it has in the 
past. 

6.° Its fixed advertising policy is 
to advertise the Gold Bond dealer 
to the people in his community: 
consumers, builders, and architects. 
7. Paving the way for postwar 
sales is the keynote of this cam- 


: Coach 


FUTURE 


paign. Another example of the 
plans National Gypsum already has 
under way to establish the local 
Gold Bond dealer as headquarters 
for building materials. 

Batten, Barton, Durstine & Os- 
born handles the National Gypsum 
account. 


Rice Joins Gittins 

Robert J. Rice, formerly vice- 
president in charge of the creative 
department of Mace Advertising 
Agency, Peoria, Ill., has joined Bert 
S. Gittins Advertising, Milwaukee, 
as an account executive. 


Revlon Appoints Olin 


Oscar C. Olin has been appointed 
sales manager of the retail division 
of Revlon Products Corporation, 
New York. 


Clevenger Rejoins Agency 

Russell Cleven- 
ger has resigned 
as a member of 
the public rela- 
tions department 
of N. W. Ayer & 
Son, Philadel- 
phia, to become 
vice-president in 
charge of the 
public relations 
department of 
Albert Frank - 
Guenther Law, 
Inc., New York, 
with whom he 
was previously 
associated. Since the outbreak of 
the war Mr. Clevenger, formerly on 
the editorial staff of the New York 
Times, has served the U. S. Treas- 
ury as adviser on tax education and 


Russell Clevenger 


the Federal Communications Com- 
mission as director of information. 
The agency’s publicity department 
will continue under the direction 
of Russell S. Sims, who is a vice- 
president and director. 


Campbell Appoints Mount 

F. H. Mount has been appointed 
sales manager for Canada for the 
Campbell Soup Company, New To- 
ronto. 


"ARE YOU SELLING THEM EFFECTIVELY? 


. 
You should bave expert counsel 
on bow to reach the growing 
$7 Billion Negro Market. Consult— 


| OUT OF . 


DAVID J. SULLIVAN 
Prscsidhel Negro Market Organization 


Marketing + Advertising + Research 


The “travel coach of the future,” as 

envisaged by Palace Travel Coach Corp., 

Flint, Mich., is described in this full-page 

advertisement which appeared in Trailer 
Topics. 


National Gypsum 
Brochure Previews 


Fall Ad Campaign 


New York, Sept. 1.— National 
Gypsum Company has released a 
two-color brochure to its dealers 
throughout the country carrying ad- 
vance proofs of its fall advertising 
plans for Gold Bond wall board and 
other building materials, 

Prefacing the brochure is a letter 
to Gold Bond dealers signed by 
M. H. Baker, president of National 
Gypsum, in which he says in part, 
“You’re busy, but take five minutes 
now and look through these proofs 
of some of our fall advertisements 
which will reach more than 21 mil- 
lion American families before 
Christmas. You won’t see any 
‘dream houses’ but we think you 
will find the advertisements down- 
to-earth and interesting. We’ve 
gone to a lot of trouble to make 
them that way. And as you read 
them you'll discover they’re your 
ads, too, because every one refers 
the reader to ‘the Gold Bond 
dealer.’ ”’ 

The advertising campaign calls 
for a continuation of the monthly 
insertions in Business Week, News- 
week and Time which began with 
July issues, and will be supported 
by advertisements in farm papers 
and building materials publications, 
in addition to display pieces for 
windows and counters, direct mail 
and newspaper mats. 

Two-fold purpose of the cam- 
paign is to develop business for 
Gold Bond dealers and to pre-sell 
postwar markets by constantly 
driving home the story of Gold 
Bond quality. 

Summarized under the head, 
“Your Part in the Postwar Building 
Picture,” the brochure lists the fol- 
lowing seven points relative to 
postwar housing and the company’s 
program: 

1. There is a postwar demand 
for building in excess of 1,000,000 
units a year for an estimated ten 
years at least. 

2. The materials for these homes 


dising program. 


CONSOLIDATED 


PRESS CLIPPING — 
BUREAUS 


Established 1886 


Rendering all phases of news- 
paper clipping service. 


Dealer advertising check ups 
for national advertisers. 


Personals — Public Relations 
— News Items. Ask us about 
our SURVEY service! 


CONSOLIDATED PRESS CLIPPING 
| ae oe | 
431 So. Dearborn St., Chicago, III. 


KANSAS CITY @ MINNEAPOLIS @ NEW YORK CiTr 
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Yes, it’s planning time—and time for action—in the shoe trade. Get 
your message before “the meeting” in the War Conference Number of the 
RECORDER where once a year the shoe and leather industry puts itself on 
record in the master issue of the year. Then plan to keep on telling it, con- 
sistently and profitably, in the important issues that follow. 

Last forms close October 5, 1943. 


SPEAKER 
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It’s annual meeting time in the essential shoe industry—and vital decisions and policies are in 

the making. | 

An important War Conference of shoe trade leaders is planned in Chicago, November Ist through 

the 4th, to discuss tactics for the critical months ahead. 
Another great pre-Chicago conference for all the industry is scheduled in the pages of the October 15th War 
Conference Number of the BOOT and SHOE RECORDER. 
Many thoughtful advertisers are planning to speak out in this Recorder Conference-in-Print, as the opening 

gun in a consistent campaign to consolidate their positions for the big competitive battle for sales volume that 
may be under way sooner than we think. 
Here is the time and place to tell the industry's largest and most attentive audience the story of your product 

and your plans . . . and to let your war-time Chicago-bound dealers know 
where you will explain products and discuss ideas for next year’s merchan- 
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Rosenfeld Opens Studio 


Dave Rosenfeld, formerly with 
Windmann Studios, New York, has 
opened his own studio, specializing 
in advertising and illustrative pho- 
tography, at 480 Lexington Ave., 
New York. 


Carr in New Radio Post 


Eugene Carr, for the past 16 
months an assistant in the broad- 
casting division of the Office of 
Censorship in Washington, D. C., 
has been appointed assistant to the 
president of Station WGAR, Cleve- 
land, effective Oct. 1. 


AMA Inducts New Chapter 

The Twin City Chapter of the 
American Marketing Association 
has been officially recognized by 
the national organization and will 
be inducted into the association this 
month. 

Twin City officers are: Donald J. 
Gould, Ross Federal Research Cor- 
poration, president; R. T. Browne, 
Pillsbury Flour Mills Company, 
vice-president; Edith Knutson, Mc- 
Cord Company, secretary-treasurer; 
C. R. Vickland, McKesson & Rob- 
bins, and Minnie P. Anderson, 
Webb Publishing Company, direc- 
tors. 


—_—— 


Complete 


trio to a 


Available 


Inc. 


sure-fire selli 


7 duSate 


ONE ‘“*MORNING 
MERRY-GO-ROUND”’ 


EDDY McKEAN, popular emcee and 
producer of the show; plus a versatile 
cast of seven, equipped to deliver any- 
thing from music by an instrumental 


and hisses. 


strip, 8:15-8:55 AM. For additional 


information, contact Free & Peters, 


*Richmade Margarine and Polar Bear Coffee, two 
smart advertisers already taking advantage of this 


Tulsa’s 5000 watt 
COLUMBIA 
STATION 


with staff: the one and only 


mellerdrammer with sneers 


for co-sponsorship* 5 day 


ng vehicle. 


Ad Laboratory 
Set Up by City 
College of N. Y. 


New York, Sept. 1—The School 
of Business of the City College of 
New York has installed an adver- 
tising laboratory designed to fill a 
void in the advertising profession 
by making available to students all 
essential materials necessary for the 
preparation of advertising as well 
as a complete advertising campaign. 

Students will receive practical as 
well as theoretical training in the 
new laboratory, which will provide 
many current examples of fine ad- 
vertising in addition to numerous 
privately published pamphlets 
which, as a rule, are unavailable in 
public libraries. 

In the advertising design labora- 
tory students prepare designs on 
their drafting boards and then set 
up portions of their designs in ac- 
tual type to see how their ideas 
appear in print. Marketing plans 
and advertising campaigns are han- 
dled as they would be in an adver- 
tising agency; costs are computed 
and objectives laid out after refer- 
ence to the latest market informa- 
tion. 

Courses include advertising pro- 
duction, campaigns, copy, publicity, 
layout, direct mail, etc. During the 
registration period from Sept. 20 to 
Oct. 5, an advisory committee of 
business and professional specialists 
will be available at the school to 
guide prospective students and ad- 
vise them regarding selection of 
courses. 


Budd Mig. Resumes 
National Advertising 


Following a two-year absence 
from national media, Edward G. 
Budd Mfg. Company, Philadelphia, 
has launched a campaign based on 
the theme, “Ideas Translated into 
Steel.” Starting with Sept. 3 issues, 
the series is appearing in the Chi- 
cago Journal of Commerce, News- 
week, The New Yorker, The Satur- 
day Evening Post, United States 
News and the Wall Street Journal. 

Lewis & Gilman, Philadelphia, is 


the agency. 


War Dept. Will 
Continue with 
Paid Ad Campaign 


New York, Sept. 1.— The War 
Department has appointed Geyer, 
Cornell & Newell to handle recruit- 
ing advertising for all its branches 
except the Women’s Army Corps. 

Initial advertising will be in con- 
nection with the Army air forces 
(AA, Aug. 16), and will be prin- 
cipally devoted to a broad informa- 
tional and educational campaign to 
encourage high-school age boys to 
enroll in courses at their schools to 
prepare them for future aviation 
cadet training, as well as to interest 
17-year-old boys in joining the air 
corps enlisted reserve for training 
before being called into service 
when they are 18. 

Plans for the campaign provide 
for the use of selected newspapers 
in cities of 50,000 and up popula- 
tion, augmented by magazine in- 
sertions in Collier’s, Life, Look and 
The Saturday Evening Post. 


Emerson Appoints Grafer 


Harold L. Grafer, with Schenley 
Distillers Corporation for the past 
two years, has been appointed gen- 
eral sales manager of Emerson 
Drug Company, Baltimore, manu- 
facturer of Bromo-Seltzer. Prior to 
joining Schenley, Mr. Grafer was 
sales manager of the Anacin Com- 
pany for four years. 


Advertising Age, September 6, 1943 


Coming 
Conventions 


Sept. 14-15.—National Publishers 
Association, annual meeting, Buck- 
wood Inn, Shawnee-on-Delaware, 


Pa. 

Sept. 20-22.— Advertising Spe- 
cialty National Association, conven- 
tion and specialty fair, Palmer 
House, Chicago. 

Sept. 27-29.—Southern News- 
paper Publishers Association, an- 
nual meeting, Arlington Hotel, Hot 
Springs, Ark. 

Oct. 11-12.—Fall war conference, 
Newspaper Advertising Executives 
Association, Hotel La Salle, Chi- 
cago. 

Oct. 12-13.—JInland Daily Press 


Association, fall convention and 
annual meeting, Hotel Sherman, 
Chicago. 


Oct. 15.—Direct Mail Advertising 
Association, annual meeting, Hotel 
Roosevelt, New York. 

Oct. 18-19.— Boston Conference 
on Distribution, 15th annual meet- 
ing, Hotel Statler, Boston. 

Oct. 19-21. — Financial Advertis- 
ers Association, convention, Edge- 
water Beach Hotel, Chicago. 


Joins Cairns Agency 

Marjorie Bailey, formerly with 
Morton Freund Advertising Agency, 
New York, will join John A. Cairns 
& Co., New York, on Sept. 15. 


Chicago Defender (Chicago) 


Michigan Chronicle (Detroit) 
- Louisville Defender (Louisville) 


Los Angeles Sentinel (National) 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT + LOUISVILLE . LOS ANGELES 


Chicago Defender (National Edition) « 
Los Angeles Sentinel (Los Angeles) . 
’ y 33,000 

Concentrated Negro Purchasing Power in Chicago over $300,000,000 Annually 


GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


Paid Circ, Negro Pop. 

53,000 375,000 
76,000 

,050 193,000 

14,223 65,000 

+ «+ 12,000 100,000 
ose «+ aaa 


obsolete. 


The vitamin content of new products, the enrichment or fortification 


of old products: these are problems toward which you should be making 


Precisely how 
well do you know 


your vitamins? 


Ir you work on food and drug advertising, you’d better have your vitamin 


data up to the minute—and yesterday’s data is likely to be hopelessly 


a contribution. Have your facts straight. 


For instance, Vitamin A. Get and study and pass along the facts about 
what we believe to be the finest vitamin A concentrate available. 


Distilled Vitamin A Esters* is the name. This concentrate of vitamin A 


advantages. 


vacuum, a process which gives the resulting concentrate several unique 


Distilled Vitamin A Concentrate in the natural Ester form is scientific- 


ally uniform in quality, high in potency, two to ten times more stable in 


heat, light, and air than any other commercial concentrate we have tested. 


Exceptionally bland, this vitamin A does not impart taste or odor to foods 


in the natural Ester form is produced by molecular distillation in high 


. or pharmaceuticals. 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patents. 


DISTILLATION PRODUCTS. INC. 


755 KIDGE ROAD WEST, ROCHESTER, NEW YORK 


yomaed by EASTMAN KODAK G CO. and GENERAL MILLS. 1 
iin sl Division. General Mille, Inc.. Minneapolis, 


—“Oil-Soluble-Vitamin Headquarters 


Write for our new illustrated brochure, ““The Story of Vitamin A Esters.” 


Get complete information and performance data for your technical men. 
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Advertising Age, September 6, 1943 


Earnings of 
Advertisers 


Alleghany Corp.—For six months 
ended June 30, 1943, net earnings 
$1,075,206; for like 1942 period, 
$482,797. 

Armstrong Cork—For six months 
ended June 30, 1943, net earnings 
$1,714,299; for like 1942 period, 
$2,023,037. 

Babcock & Wilcox—For the year 
ended Dec. 31, 1942, net earnings 
$3,104,779; for the preceding year, 
$4,252,100. 

Best Foods—For the fiscal year 
ended June 30, 1943, net earning 
$2,460,704; for the preceding fiscal 
year, $660,592. 

Caterpillar Tractor — For seven 
months ended July 31, 1943, net 
earnings $4,287,667; for like 1942 
period, $2,885,430. 

Celanese Corp.—For six months 
ended June 30, 1943, net earnings 
$3,085,826; for like 1942 period, $3,- 
357,820. 

Chesapeake & Ohio — For seven 
months ended July 31, 1943, net 
earnings $18,003,052; for like 1942 
period, $14,154,725. 

Chrysler Corp.—For six months 
ended June 30, 1943, net earnings 
$12,537,350; for like 1942 period, $8,- 
770,005. 

Colgate-Palmolive-Peet — For six 
months ended June 30, 1943, net 
earnings $2,986,773; for like 1942 
period, $2,241,073. 

Commercial Credit Co.—For six 
months ended June 30, 1943, net 
earnings $3,281,049; for like 1942 
period, $3,502,359. 

Curtiss-Wright — For the year 
ended Dec. 31, 1942, net earnings 
$13,143,515; for the: preceding year, 
$25,717,512. 

Erie R. R. System — For seven 
months ended July 31, 1943, net 
earnings $6,655,807; for like 1942 
period, $7,472,737. 

Goodyear Tire & Rubber—For six 
months ended June 30, 1943, net 
earnings $7,348,529; for like 1942 
period, $4,123,961. 

Hudson Motor Car Co.—For six 
months ended June 30, 1943, net 
earnings $1,045,032; for like 1942 
period, $774,296. 

J. C. Penney Co.—For six months 
ended June 30, 1943, net earnings 
$8,180,954; for like 1942 period, $6,- 
262,307. 

Jewel Tea Co. — For 28 weeks 
ended July 17, 1943, net earnings 
$457,053; for like 1942 period, $593,- 
752. 


Link-Belt Co. — For six. months 
ended June 30, 1943, net earnings 
$1,181,216; for like 1942 period, $1,- 
019,578. 

Mission Corp. — For six months 
ended June 30, 1943, net earnings 
= for like 1942 period, $456,- 

7. 


Pennsylvania R. R. — For six 
months ended June 30, 1943, net 
earnings $29,963,564; for like 1942 
period, $25,958,329. 

Pepperell Mfg. Co.—For the fiscal 
year ended June 30, 1943, net earn- 
ings $1,963,029; for the preceding 
fiscal year, $1,965,145. ; 

Pere Marquette Railway — For 
seven months ended July 31; 1943, 
net earnings,$2,610,039; for like 1942 

riod, $1,498,421. ie 

Iman, :Inc. — For six. months 
ended June, 30, 1948;..net . earnings 


Whose trade mark is this? 


If you’ll write Collins, Miller 
®& Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 
Ave., or phone FRAnklin 


5854, we will tell you. 
EE Sh RE NE EE 


$4,500,323; for like 1942 period, $7,- 
088,841. 

Reading Co. — For six months 
ended June 30, 1943, net earnings 
$6,599,736; for like 1942 period, $5,- 
704,206. 

Reo Motors — For six months 
ended June 30, 1943, net earnings 
— for like 1942 period, $409,- 
58. 


R. G. LeTourneau — For seven 
months ended July 31, 1943, net 
earnings $1,337,536; for like 1942 
period, $1,137,226. 

Revere Copper & Brass—For six 
months ended June 30, 1943, net 
earnings $914,434; for like 1942 pe- 
riod, $994,295. 

Reynolds Metals Co. — For six 
months ended June 30, 1943, net 
earnings $1,906,348; for like 1942 
period, $756,884. 

Sante Fe R. R.—For six months 
ended June 30, 1943, net earnings 
$25,999,018; for like 1942 period, 
$22,004,904. 

Twentieth Century-Fox — For 26 
weeks ended June 26, 1943, net earn- 
ings $3,843,249; for like 1942 period, 
$2,190,894. 

Zenith Radio Corp.—For the fiscal 
year ended April 30, 1943, net earn- 
ings $1,507,970; for preceding fiscal 
year, $1,637,049. 

Southern Pacific—For six months 
ended June 30, 1943, net earnings 
$42,550,951; for like 1942 period, 
$26,827,133. 

Square D Co.—For six months 
ended June 30, 1943, net earnings 


$1,155,175; for like 1942 period, 
$1,548,178. 

Standard Brands—For six months 
ended June 30, 1943, net earnings 
$4,716,669; for like 1942 period, 
$2,864,877. 

Standard Oil of Cal.—For the 
quarter ended June 30, 1943 net 
earnings $8,726,387; for like 1942 
quarter, $7,867,084. 

Standard Oil of Ohio—For six 
months ended June 30, 1943, net 
earnings $2,338,730; for like 1942 
quarter, $2,938,315. 

Studebaker C or p. — For six 
months ended June 30, 1943, net 
earnings $1,672,099; for like 1942 
period, $902,830. 

Sun Oil Co.—For six months 
ended June 30, 1943, net earnings 
$5,711,593; for like 1942 period, $3,- 
677,091. 

Sylvania Industrial Corp. — For 
six months ended June 30, 1943, net 
earnings $466,152; for like 1942 pe- 
riod, $454,454. 

Tide Water Assoc. Oil—For six 
months ended June 30, 1943, net 
earnings $6,255,584; for like 1942 
period, $5,037,098. 

Tubize Chatillon—For six months 
ended June 30, 1943, net earnings 
— for like 1942 period, $631,- 
476. 


United Aircraft—For the quarter 
ended June 30, 1943, net earnings 
$4,070,163; for like 1942 quarter, 
$3,478,408. 

United Drug—For six months 


ended June 30, 1943, net earnings | 


$1,224,929; 


for like 1942 period, 
$968,139. 


Van Camp Milk—For the fiscal 
year ended March 31, 1943, net 
earnings $143,627; for preceding 
fiscal year, $227,268. 

Western Auto Supply—For the 
quarter ended June 30, 1943, net 
earnings $585,049; for like 1942 
quarter, $558,845. 

White Motor Co.—For six months 
ended June 30, 1943, net earnings 
$1,814,454; for like 1942 period, 
$590,003. 


Joins Radio Advertising 


John Mayo, for the past five years 
with Associated Recorded Program 
Service, has resigned to join Radio 
Advertising Corporation, New York, 
radio station representative. Mr. 
Mayo was previously associated 
with NBC in Washington, D. C., and 
with CBS in New York. 


Fawcett Names Hill 

Fawcett Publications, Inc., has 
appointed Hill Advertising, New 
York, as its agency, effective Sept. 1. 


39 
AAIE Elects. Officers 


Clayborn L. Jackson, _ editor, 
“Acme News,” house organ of Acme 
Steel Company, Chicago, has been 
elected president of the American 
Association of Industrial Editors. 
Other officers are: Ist vice-presi- 
dent, Clint McKnight, Diamond 
Alkali Company, Painesville, 0O.; 
2nd vice-president, Ralph Lewis, 
Caterpillar Tractor Company, 
Peoria, Ill.; 3rd _ vice - president, 
Maxey Morrison, Curtiss Wright 
Corporation, Caldwell, N. J.; secre- 
tary, Jane Lavin, International Re- 
sistance Company, Philadelphia, 
and treasurer, H. E. Hornberger, 
Gulf States Paper Company, Tus- 
caloosa, Ala. 


Hygienic Names Agency 
Hygienic Products Company, 
Canton, O., manufacturer of Sani- 
Flush and Mel’o, has appointed 
Lewis & Gilman, Philadelphia, as 
advertising counsel, effective Jan. 1, 
1944. Magazines, newspapers and 
business papers will be used. 


The News Magazine of the Industry..... 


ss Delivers America’s Hotel Market at Low Cost. 
“CHAS. H. ANDERSON Pub/isher 77 W. WASHINGTON ST. CHICAGO 


Tells What’s Going On That Is of Interest to You! 


The national and local advertising columns of 
daily newspapers are the great proving ground 
for new ideas in products, merchandising plans, 
and new advertising approaches. 


But the advertising that reveals these innova- 
tions may appear in any of the 1,821 daily 
newspapers published from coast to coast and 
border to border—most of which you will never 
see. But ACB will see them. And report them 


if you wish. With these reports you can direct 


your own procedure more effectively. 


Every day ACB reads every local and national 
advertisement published in the daily papers. 
Hence, you'll be agreeably surprised at the 
modest cost for which ACB can furnish a service 
built to your special needs. 


ACB Newspaper Research is so accurate that 
many advertisers and their dealers settle their 
advertising allowances on ACB’s Reports. 


The 


There are 12 important research services offered 
by ACB. A few are briefly described in the 
paragraphs that follow. All are described in 
detail in our catalog—sent free on request. 


TYPICAL ACB SERVICES 
Dealer Tie-In Reports. Checks dealer cooperation on your 


brand and/or your competitor’s brand. 


Tear Sheet Service. Full tear sheets supplied on competitive 
national, or your own or competitive dealer advertising. 


Schedule Listings. Daily review of any new schedules or 


insertions appearing in daily newspapers. 


Scrap Book Service. A complete ready reference of specified 
competitive national and/or dealer advertising. Kept 
constantly to date by a special service arrangement. 


Advertising Allowance Service. Verifying insertion, size 
and rates on each paper claimed. Recommended by deal- 


ers and manufacturers alike. 
Also . 


. various other services requiring research on 


national or local advertising appearing in any of the 1,821 


daily newspaper published. 
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Worthington Named 


Harry T. Worthington, formerly 
with Manning, Maxwell & Moore, 
New York, has been appointed gen- 
eral manager of Beardsley & Piper 
Company, Chicago. 


‘Monitor’ Appoints Gates 
H. Phelps Gates has been ap- 
pointed Pacific Coast advertising 
manager of The Christian Science 
Monitor, effective Sept. 1. 


Smirnoff Joins Anfenger 

Vion Smirnoff, formerly of Gard- 
ner Advertising Company, has 
joined the copy department of An- 
fenger Advertising Agency, St. 
Louis. 


MOST WANTED 
BY HEADS OF BUSINESS 


Armour War Food 
Copy Gains Added 
Editorial Support 


(Picture on Page 47) 

Chicago, Sept. 2.—Another exam- 
ple of the “carryover” value of good 
topical advertising was revealed 
this week as an incomplete tabula- 
tion on the Armour & Co. advertise- 
ment, “How Do You Rate on These 
5 Things Today?”, which ran in 156 
newspapers Aug. 5, showed that 
this home-front-cooperation copy 
had created extraordinary interest 
among both editors and readers. 

Without any solicitation on the 
part of the advertiser or its agency, 
Foote, Cone & Belding, at least 
eight newspapers editorialized on 
the advertisement, while one, the 
Omaha World-Herald, published a 
front-page news item urging read- 
ers to be sure to read the adver- 
tisement. In addition, scores of 
requests for reprints and compli- 
mentary letters were received from 
Washington officials and other com- 
panies. 

The copy was designed primarily 
to do a basic job on the home food 
front, encouraging careful use of 
food and discouraging black market 
operations, and Armour & Co. was 
mentioned only in the signature. A 
survey of readership of the copy in 
Chicago, taken four days to a week 


after its appearance, showed that 
369, or 50% of the 735 women inter- 
viewed, recalled seeing the adver- 
tisement. Of those who saw it, 27% 
read all of it and 21% read most of 
it. In other words, 48% of the 
women who saw the ad and 24% of 
all the women interviewed read 
most or all of it. 


98% Recognize Effort 


' Despite the fact that no Armour 
products were mentioned and the 
layout had nothing in it to identify 
it as an Armour ad, 32% of those 
who had seen the copy and 16% of 
all women interviewed correctly 
identified the advertiser, although 
the signature was blocked out when 
the investigation was made. In 
addition, 98% of the women who 
remembered seeing the advertise- 
ment classified it as a definite con- 
tribution to the war effort. 


Don Langan Leaves 
Newell-Emmett Agency 


Don Langan, for the past 14 years 
with Newell-Emmett, New York, as 
radio and account executive, has 
resigned from the agency. 

Mr. Langan has handled the 
agency’s radio programs for the 
past 10 years during which time he 
worked on_ several Chesterfield 
shows and several network series 
for Pepsi-Cola. Mr. Langan will 
take a vacation on his farm in New 
Jersey before deciding future plans. 


pomegrandles anc 


pq rachutes 


THAT’S TODAY’S NEW soutTn 


Silken parachutes blooming out among the cumulus clouds 
of the Southland and bringing to earth America’s Para- 
ay’s new South! From Vir- 
ginia to New Mexico, from the tip of Texas to Kentucky, 
millions of America’s fighting men and women in training 
for battles to come are pouring millions of dollars into the a 
cash registers of Southern merchants. And close by the 
training grounds of the South are thousands of teeming new 
plants pouring forth materials of war and pouring billions 
of dollars of new wealth into the pockets of Southern men 
and women. Yet in the lovely gardens of the Southern home 
the Pomegranate, the Azalea and the rose still bloom next 
to myriads of victory gardens planted by the earth-loving, 


troopers in training—that’s t 


home-loving Southerner. The Southland lives at home and = 
loves its home and that is where the new wealth of the South ° 
will be spent. The time to reach the new South is now—and 

the place to reach it is in the home. And right there is where . 


Holland’s comes in—for Holland’s alone reaches deep into 
the heart of more than one-half million Southern homes. 
Read from city to city and from village to village by the 
South’s best families, Holland’s is the magazine that sells i. 


Test it with Holland’s ... 


in Black and White... in Color 


the South. For every kind of accessory and necessity for 
home and family, today’s South is a new market, a richer 
market, and now is the time to test it with Holland’s—the 
magazine of the new South! 


Holland's. 


In Today's New South 48% More Readers 
Read Your Ad in Holland's Than in Leading 
National Magazines* ... and Here's Why! 


®@ Holland's Magazine is devoted to Southern homes 
and more than one-half million Southern fam- 
ilies are devoted to Holland's. 


72% of Holland’s readers own their own homes. 
78% of Holland's readers live in single family 
dwellings. 


88% of Holland's families have children. 


© 78% of the entire family in the new South read 
(4.2 readers per copy.) 


my 


*In proportion to circulation, according 
SLRS kin. | 


TEST TODAY'S NEW SOUTH NOW, WITH 


Hollands 


The Magazine of the New South 


S52 VANDERBILT AVENUE, NEW YORK . 


Wet Coast Representotives: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 


75 EAST WACKER ORIVE, CHICAGO . 


DALLAS 
TEXAS 


205 GLOBE-DEMOCRAT BUILDING, ST. LOUIS 


GARFIELD BUILDING, LOS ANGELES 
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Getting Personal 


Robert Stuart, formerly on the staff of WDRC, Hartford, has been 
commissioned a 2nd lieutenant in the Army after recently graduating 
from the adjutant general’s school at Ft. Washington, Md. . . Lou 
Brown, director of advertising and publicity for Loew’s-Poli New Eng- 
land Theaters, has been appointed state public relations director of the 
motion picture industry’s part in the statewide 3rd War Loan cam- 
paign... 

William L. Sharp, v.p., Graphic Arts Engraving Co., with which he 
has been identified for 20 years, recently underwent an operation at 
the Lahey Clinic in Boston and is now convalescing at his country 
home near Philadelphia. . . 

Dick Harris, ad. mgr. of WAOV, Vincennes, Ind., and Mrs. Harris, 
are the parents of a daughter. . . Norman Noyes, formerly NBC west- 
ern division coor- 
dinator of national 
spot sales and now 
in the Army spe- 
cial service divi- 
sion, radio section, 
New York, has 
been promoted to 
sergeant... 

Mary L. Anglin, 
formerly a_ script 
writer with Pedlar 
& Ryan, New 
York, has resigned 
and will be mar- 
ried some time this 
month to Peter A. 
Gabauer, former 
ad man and now a 
civilian specialist 
in the Navy... 
Mrs. Roy Lindsey, 
formerly west 
coast manager of 
the Tom Fizdale 
publicity organiza- 
tion, is the mother 
of a girl... S. H. 
Giellerup, v.p. of 
Marschalk & Pratt, 
New York, will re- 
turn from his va- 
cation directly after Labor Day... 

Lt. J. Gordon Lloyd, formerly an acct. exec. with WJZ, New York, 
has been assigned as a public relations officer with the central procure- 
ment district, Detroit, under the materiel command, Army air forces. 
Part of his new duties will be handling radio. . . Gordon Auchincloss, 
director of “Your Home Front Reporter” series heard on CBS. for 
Owens-Illinois Glass, has resigned to take an overseas military assign- 
ment. Before joining D’Arcy Advertising he was for several years 
director and continuity writer of “Your Hit Parade” for American 
Tobacco Co... 


Peggy Ames, secy. to Geo. A. Huhn, v.p. and acct. exec. of Ruthrauff 
& Ryan, has joined the American Red Cross. . . Roger Clipp, exec. v.p. 
and gen’l. mgr. of WFIL, Philadelphia, has accepted the chairmanship 
of the promotion committee for the 3rd War Loan drive in the Quaker 
City. . . Bruce Barton, pres. of BBDO, supplements his activities as a 
member of the War Finance Committee by serving as chairman of the 
advertising, graphic and visual arts section, commerce and industry 
division, of the New York War Finance Committee. . . 

Sure ’tis the luck of the Irish, and genial John McKay, NBC press 
chief, was all smiles as car after car pulled up to the portals of the 
Bonnie Briar Country Club, Larchmont, N. Y., disgorging top NBC 
execs. and members of the press, invited to participate in the net’s 2nd 


TALK OVER WAR ART 


Following the recent exhibit of war paintings at New 
York's Metropolitan Museum by Life artists assigned to 
various world battlefronts, this threesome retired to the 
cool confines of the Vanity Fair room of the Sherry 
Netherland hotel, where they were caught in this informal 
pose. Left to right: Raymond Rubicam of Young & Rubi- 
cam, Bart Hydorn of Life, and Henry Luce, editor of 
Time, Life and Fortune. 


U. S.—S. A. ROUND TABLE 


Irwin Vladimir, third from left, president of the New York agency bearing his 

name, on a visit to Sao Paulo to contact his client, Ford Motor Co., is shown 

with, left to right: Renati Goncalves of Ecletica Ltd.; Julio Cosi, president of 

Ecletica and president of the Association of Advertising Agencies in Sao Paulo; 
and Floriano Arruda of Ford Motor Co. in Brazil. 


annual golf tournament, which got under way after a sumptuous buffet 
lunch. For his low score, Edwin Balmer, editor of Redbook, won a 
basket of excellent liquor. Wm. S. Hedges, NBC v.p. in charge of sta- 
tions, also copped a basket of liquor for a nice score on a course which 
wasn’t exactly strange to him. Nick Kenny of Mirror, scored a low 63 
while Geo, Frey of NBC had a low gross of 75... 

William Jenkins, owner of the Philadelphia agency bearing his name, 
has been promoted from captain to major in the Army air forces. Maj. 
Jenkins is stationed at the Pentagon building, Arlington, Va. . . Grover 
J. Dunkelberg, former acct. exec. of Hutchins Adv. Co., Rochester, 
N. Y., who was commissioned a lieutenant in the Army air forces in 
May, 1942, has been promoted to captain. While he was with Hutchins, 
Capt. Dunkelberg was also a flight instructor at Paige Airways, and 
conducted a column called “Airports and Air Pilots” for a Rochester 
paper... 

Harriet Evans Jr., daughter of Keith J. Evans, a.m. of Inland Steel 
and Joseph T. Ryerson & Sons, Chicago, has joined Station WHIS, 
Bluefield, W. Va., as an announcer. She recently completed the special 
radio course at Northwestern University sponsored by NBC. . 
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Radio Networks 
Anticipate Record 
Season This Fall 


(Continued from Page 2) 


cation for Andrew Jergens Com- 
pany (Lennen & Mitchell); F. W. 
Fitch’s original Bandwagon with 
Freddy Martin’s orchestra greets the 
Blue audience Sept. 8 (L. W. Ram- 
sey Company); the Musical Steel- 
makers will return for Wheeling 
Steel Corporation Sept. 26 (Critch- 
field & Co.); Trimount Clothing 
Company will return Dorothy 
Thompson Sept. 26 (Emil Mogul 
Company); Revlon Products Corpo- 
ration steps into the radio spotlight 
with its Revlon Revue, starring 
Gertrude Lawrence, on Sept. 30 
(William H. Weintraub); Bristol- 
Meyers Company will bring back 
Duffy’s on Oct. 5 (Young & Rubi- 
cam); Hall Brothers will return 
Meet Your Navy on Oct. 15 (Henri, 
Hurst & McDonald); Metropolitan 
Auditions of the Air will return for 
Sherwin-Williams Company (War- 
wick & Legler); and Cummer Prod- 
ucts Company will replace Man- 
hattan at Midnight with Battle of 
the Sexes (Young & Rubicam). 
J. B. Williams will terminate its 
sponsorship of Nero Wolfe with the 


The men who 
decide things in 
the metalwork- 
ing plants that account for over 
9% of the business of the in- 
dustry, keep posted by reading 
STEEL * * * They read it for 
news, for business trends, for 
production and engineering 
help. Through its advertising 
pages they keep informed on 
new developments, improve- 
ments and advantages of your 
product or your competitors 
** * STEEL’S advertisers, too, 
know what’s going on in the 
metalworking market. They 
have at their disposal more cur- 
tent market facts and figures— 
more information on their ad- 
vertising coverage of the mar- 
ket, than is available from any 
other source today. Would you 
like to see the new Market 
Study which will give you an 
opportunity to check up on 
Wartime changes in the metal- 
working industry ? 

A PENTON 
Publication 


Sept. 27 broadcast, at which time it 
is reported the shaving cream manu- 
facturer will retire as a radio adver- 
tiser. Beginning about Oct. 3, Dr. 
Pepper will sponsor Al Pearce and 
a comedy show through Tracy- 
Locke-Dawson, Dallas. 

On the Mutual network, Gracie 
Fields Victory Show, formerly on 
the Blue, will open Oct. 11 for Pall 
Mall cigarets (Ruthrauff & Ryan); 
Gillette Safety Razor Company will 
air the World Series in October 
(Maxon, Inc.); Campana will return 
the First Nighter on Nov. 7 (Wal- 
lace-Ferry-Hanly); Treasure Hour 
of Song will bow in for Conti Prod- 
ucts some time in November (Berm- 
ingham, Castleman & Pierce); 
Double or Nothing will return. for 
its fourth year Sept. 24 for the 
Pharmaco Company in behalf of 
Feenamint (William Esty & Co.); 
Take-A-Card will continue for 
Lehn & Fink (William Esty & Co); 
and Lee Hats made its debut on 
Mutual today as the sponsor of Lit- 
tle Known Facts About Well Known 
People with Dale Carnegie (Berm- 
ingham, Castleman & Pierce). 


Football Schedule Heavy 


Despite dropping of football by 
many major colleges, whatever big 
games are played will come in for 
ample air coverage, both on a sus- 
taining and commercial basis. 

Atlantic Oil Refining Company is 
planning a larger grid broadcast 
schedule than last year, according 
to Wally Orr, account executive 


with N. W. Ayer & Son, the agency. 
Mr. Orr said that four major col- 
leges have signed contracts and ne- 
gotiations and are proceeding with 
others, who are expected to be 
signed up shortly. 

Denying reports that Atlantic 
would limit its grid broadcast sched- 
ule to a bare minimum, Mr. Orr 
pointed out that last year final ar- 
rangements for airing of games were 
not concluded until two weeks be- 
fore the season got under way. 
Games of the University of Penn- 
sylvania, sponsored by Philco Cor- 
poration last year, have been signed 
this year by Atlantic. Also signed 
by the company are the Philadel- 
phia Eagles contests, sponsored last 
year by Pabst Brewing. 

The Humble Oil and Refining 
Company will air grid games of the 
Southwest Conference for the tenth 
consecutive year, with the schedule 
getting under way Sept. 25 and 
carrying on through December. The 
account was placed through Franke- 
Wilkinson-Schiwetz, Houston, Tex. 

Indicative of the current feeling 
among radio people that radio as an 
advertising medium is assuming 
greater and greater significance to 
advertisers, are the latest figures on 
time sales for the four networks. 

Time sales for the month of July, 
1943, totaled $12,260,000—an _in- 
crease of 44% over the like month 
in 1942, when the networks grossed 
$8,490,000. Blue sales for July, 1943, 
totaled $1,900,000 against $1,080,000 
for the comparable 1942 month, a 


gain of 76%; NBC sales for July, 
1943, totaled $4,360,000 against $3,- 
390, 000 for the same period last 
year, or an increase of 28%; Mutual 
sales for July, 1943, came to $1,090,- 
000 compared with $530,000 in July, 
1942, a gain of 103%; and CBS sales 
for July, 1943, totaled $4,910,000 
against $3,490,000 for the like: month 
in 1942, a gain of 41%. 


Radio Show to Movies 


Motion picture rights to the Co- 
lumbia Pacific Network radio 
thriller, “‘The Whistler,” have been 
purchased by Columbia Pictures 
from CBS. Plans call for two fea- 
tures based on the program during 
the next year. 


Combine Restrictions 
on Copper, Zinc 


Restrictions on the use of copper 
and zinc in printing plates have 
been combined under a single WPB 
regulation, M-339, and placed under 
control of the Printing and Publish- 
ing Division. 

The order continues to restrict 
zinc to 50% by weight of the user’s 
1941 quarterly usage and copper to 
60% of the 1940 quarterly usage, 
with certain modifications. An ad- 


41 


ditional feature is a clause which 
permits the borrowing of 15% 
against the next quarter’s quota, 
and also allows the use of any un- 
used quota from the previous 
quarter. 


Alcoa Promotes Magee 


F. L. Magee, with Alcoa since 
1917, has been promoted to general 
production manager and assistant to 
Vice-President I. W. Wilson of the 
Aluminum Company of America, 
Pittsburgh. He has been sheet prod- 
uct manager since 1937. 


EDITORIAL 
Man or Woman 


to handle rewriting and 
assignments for business 
paper. Write fully and in . 


confidence to 


Box 4289 
Advertising Age, 100 E. 
Ohio St., Chicago 1i, or 330 

W. 42nd St., New York 18. 
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TORONTO MONTREAL WINNIPEG 


J. J. GIBBONS LTD. 
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MERCHANDISING 


REGINA CALGARY EDMONTON VANCOUVER 
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Sponsor These War Campaigns as 
the Reverse Feature of 2-Sided 


MEYERCORD DECAL 
SPOT WINDOW SIGNS 


Your colorful Meyercord Decal window sign, the reverse 
side of which thanks customers for their patronage as 
they leave your dealer's store, now provides a powerful 
medium for helping the national war effort. 

National advertisers desirous of contributing to the na- 
tion's morale can sponsor any of these vital campaigns 
as the reverse or store-side feature of their decalcomania 
signs. Conventional advertising messages, trademark or 
product reproductions can appear on the front. 

Dealers readily allot valuable space to such efforts. 
Any merchandising subject—any patriotic slogan, can be 
inexpensively reproduced in full color with Meyercord’s 
durable, washable, easily applied 2-sided Decal window 
signs. Your inquiry is invited. Free designing service. 
Please address Department 1309, 
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Cooperatives Push 


Drive Into Field 
of Manufacturing 


(Continued from Page 1) 
insurance group, with headquarters 
in Columbus, O., has acquired con- 
trolling stock of the Eureka-Mary- 
land Assurance Corporation of 
Baltimore. 

The Eureka-Maryland is an old 
established life insurance company 
which began business in 1882. As 
of June 30 it hagi in force approxi- 
mately $100,000,000 of business and 
assets were in excess of $11,500,000. 
It is licensed to operate in Ohio, 
Pennsylvania, West Virginia, New 
Jersey, Delaware, Michigan, Cali- 
fornia, Illinois and the District of 
Columbia. It is expected this will 
become an integral part of coopera- 
tive insurance services. 


Assets Exceed $30,000,000 


With the addition of Eureka- 
Maryland, the Farm Bureau insur- 
ance group now has combined as- 
sets of more than $30,000,000, an 
annual premium income of $14, 000, - 
000 and is servicing more than a 
half million policyholders, the 
league declares. The Farm Bureau 


consists of the Farm Bureau Life 
Insurance Company, the Farm Bu- 
reau Mutual Automobile Insurance 
Company and the Farm Bureau 
Mutual Fire Insurance Company. 
The Eureka-Maryland is the second 
old line stock insurance company 
to be purchased by the Farm Bu- 
reau cooperatives. 

In Chicago recently, an ambitious 
proposal for the organization of an 
International Cooperative Trading 
and Manufacturing Association 
which would handle consumer 
goods, petroleum products, agricul- 
tural supplies, and produce on a 
world-wide scale, was submitted 
for action to the board of directors 
of the Cooperative League of the 
U.S.A. by the committee on Inter- 
national Cooperative Reconstruction 
of the League. 

The proposal would extend the 
principles of cooperative ownership 
and operation which apply to the 
local co-op grocery store, oil sta- 
tion or farm supply depot to vast 
areas of international commerce. 


Would Expand Activities 


Before the war, national coopera- 
tive organizations of 27 countries 
were engaged in a limited amount 
of international cooperative trade 
through the Scandinavian Coopera- 
tive Wholesale Society with offices 
in Copenhagen and London, and the 
International Cooperative Trading 
Agency in London. In addition im- 
port purchase was carried on by 


DODGE 


- DEPENDABLE CAR AND TRUCK 


eae 


The simple blue and white posters of Dodge Division will again be a familiar 

sight with the release of this new one, which features car and truck service, to 

Dodge dealers all over the country. Prepared by Ross Roy, Inc., advertising 

and public relations counsel for Dodge Job-Rated trucks, the poster has a 

generous space below the bottom border for the dealer's imprint and a war 
bond message. 


British, French and Swedish coop- 
erative wholesales with buying of- 
fices in many sections of the globe. 
The proposed International Coop- 
erative Trading and Manufacturing 
Association would expand on these 
activities already under way before 
the war. 


To Start Plans Now 

“There is only one economic 
movement on the horizon capable 
of meeting the threats to world 
peace and the democratic way of 
life implied in a return to extreme 
cartelization,” the proposal de- 
clared. “That is the consumer and 
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@ In Metropolitan Cleveland alone WITAM has 39% of the day- 
time audience and 49% of the evening audience as against 25% 
and 26.2% for the next station. In Akron, Youngstown, Canton, 
Massillon and other cities of WTAM's Primary Area the preference 


is even greater and in the rural areas, overwhelming. Yet the cost of 
WTAM is only $.000073 per family. 


2 Hooper Index, March-April 1943 
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producer cooperative movement op- 
erating on a global basis. 

“The difficulties to be overcome 
are not to be minimized. They are 
many. But there are several fac- 
tors which indicate that now is the 
time to make a start. We dare not 
wait until the end of the war to 
begin considering plans. They must 
be equally aggressive and equally, 
if not more, far-sighted than the 
leaders of big business in planning 
on a scale comparable to the size of 
the problems.” 


Plans Petroleum Division 


The International Cooperative 
Trading and Manufacturing As- 
sociation would make use of exist- 
ing manufacturing and distribution 
facilities and plan for the purchase 
or construction of additional plants 
as needed. It would function as 
agent, wholesaler and manufac- 
turer, having offices in various parts 
of the world. The proposal includes 
specific plans for the establishment 
of an International Petroleum Di- 
vision. This would call for sub- 
scription of $8,000,000 capital by 
cooperatives in the participating 
countries, and would involve the 
purchase of refinery, pipeline, barge 
and transport facilities for immedi- 
ate postwar operation of world- 
wide petroleum distribution through 
the cooperatives. 

In reviewing activities of the 
U. S. cooperatives, the league re- 
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ports that from a single service sta- 
tion in Cottonwood, Minn., in 1922 
has grown a $100,000,000-a-year co- 
op business in petroleum products. 
Today eight oil refineries in this 
country and one in Canada are 
owned by consumer cooperatives, 
Half a dozen oil compounding 
plants were among the earliest co- 
op moves into production. 

In the field of farm supplies, the 
co-ops own and operate 15 fertilizer 
factories, 12 food mills, and four 
seed mills. In the food field they 
own four flour mills, three canner- 
ies, three bakeries and two coffee 
roasting plants. 

The Universal Milking Machine 
Factory, fourth largest in the world, 
was taken over by the co-ops early 
in 1943 and is producing around the 
clock to meet the demand for co- 
op milkers. A serum factory and 
several chick hatcheries are owned, 
Other factories owned include a 
tractor and farm machinery plant 
in Indiana, four lumber mills, two 
paint factories, a chemical labora- 
tory and cosmetics factory in Chi- 
cago, grease and fly spray factories 
in Kansas City, an alfalfa dehy- 
drator in Ohio, and printing plants 
in Superior, Wis., Kansas City and 
Spencer, Ind. 

“In each case, only a part of the 
goods being distributed by the co- 
operatives in each field is being 
produced in these co-op owned fac- 
tories,” the league says. “What is 
more, many of these plants are be- 
ing paid for entirely out of the sav- 
ings being made on the goods pro- 
duced. In the light of these facts, 
the drive into the field of manu- 
facturing, dramatic as it is at this 
stage, has just begun.” 


Dismisses Flamm Action 


After dismissing an action against 
Edward J. Noble brought by Donald 
Flamm, former owner of Station 
WMCA, New York, Supreme Court 
Justice David W. Peck conducted a 
rehearing in the case last week, 
then again denied the plea for a 
temporary injunction to prevent the 
sale of WMCA. Mr. Flamm had 
sought to rescind the 1941 sale of 
WMCA to Mr. Noble, now owner of 
the Blue Network, contending that 
he was an “unwilling” seller and 
that he had been “coerced.” 
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The War Department wants 
every soldier overseas to enjoy 
a Merry Christmas. And realiz- 
ing the morale-importance of 
Christmas Gifts from home, 
mailing restrictions have tem- 
porarily been lifted so that 
Christmas gifts can be mailed 
to men overseas (without the 
usual request note) during the 
period from September 15 to 
October 15. 

The mailing of millions and 
millions of these Christmas 
Gifts (New York City Post- 
master estimates that city alone 
will handle 15,000,000 pack- 
ages) is an enormous job for 
the limited facilities available. 
To enable the Army Postal 
Service to handle this terrific 
mailing so that not a single 
soldier is disappointed at 
Christmas time, the War De- 
partment asks the public to 
Mail Early .. . before October 
if possible . . . and to address 
each package correctly. 


ADVERTISERS ARE ASKED 
TO SPEARHEAD THIS 
CAMPAIGN 
Because advertisers and particu- 
larly retailers really shape the 
buying habits of each com- 
munity, the War Department is 
asking newspaper advertisers 
and retailers all over the coun- 
try to stage a drive in Septem- 
ber to get customers to 
purchase Overseas Gifts Early 

. and to address packages 
correctly. 
ADVERTISERS 


1. Use your own advertising to 


60 East 42nd Street 


YOU can help make it a 
“Merry Christmas’’ 


for our men overseas! 
* * * 


Cooperate with the war department's “mail early-address cor- 
rectly” campaign on Christmas Packages to soldiers overseas. 


* * * 


For more information regarding this campaign address 


WAR ADVERTISING COUNCIL 


carry this message to the 
public. 

2. Use window cards and in- 
serts. 


3. Urge your retailers to co- 
operate in the September 
mailing campaign. 

4. Use company magazines, 
employee bulletins, payroll 
enclosures to get this Mail- 
Early theme across to your 
employees. 

RETAILERS 

A Campaign Book, containing 

all sorts of material for this 

campaign —theme poster, slo- 
gans — general background in- 
formation—specific information 

—displays—ads—copy—and the 

like—will be distributed to re- 

tailers throughout the country 
to help support this campaign. 

THE THREE BASIC POINTS 

OF THIS OVERSEAS 
CHRISTMAS GIFT 
CAMPAIGN 

1. MAIL EARLY! .. . while 
the overseas mailing period 
extends from Sept. 15 to Oct. 
15, the public is urged to 
mail before October where 
possible. 

2. ADDRESS CORRECTLY! 

. overseas address infor- 
mation should include rank, 
full name, serial number, 
name of outfit, A.P.O. num- 
ber, and name of port post- 
master through which pack- 
age is routed. 

3. FOLLOW PACKAGE SIZES 
AND WEIGHT LIMITA- 


TIONS! .. . get copy of 
regulations from any post 
office. 


New York City 
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Paper Curtailment 


Seen Inevitable 
for Next 9 Months 


(Continued from Page 1) 


every effort will be made to in- 
crease production, but additional 
curtailment will be necessary until 
the production problem is beaten. 

Mr. Boeschenstein indicated that 
a heavy portion of the conservation 
measures will fall on newspaper 
and magazine publishers. He ex- 
plained that about 25% of all kraft 
paper production now goes for “V 
cartons” for shipment abroad. Even 
with this heavy allocation, he said, 
we will not meet the demands for 
these war essential cases for Sep- 
tember. 


Coordinates Activities 


A crack bottleneck buster, Mr. 
Boeschenstein is one of the experts 
who set up the controlled materials 
plan that has proved so successful 
in beating the WPB’s priorities 
problem. He was appointed two 
weeks ago to coordinate the activi- 
ties of four WPB divisions which 
need pulpwood. 

In addition to high priority for 
“V cartons” for available pulpwood, 
Mr. Boeschenstein says he must 
also meet the needs of food proces- 
sors who are now in the midst of 
their packing seasons. He said that 
he must divide the available pulp 
so that war essentials come first; 
sustenance essentials, such as food 
cartons, second; and the remaining 
pulp fairly divided among other 
home front claimants, all of whom 
have claim to an essential rating. 

Mr. ‘Boeschenstein emphasized 
that no matter what we do at this 
time, we cannot produce pulp fast 
enough to continue to meet de- 
mands for paper at the present rate, 
and we must restrict paper uses 
until such time as we can get the 
benefit of our effort to increase pro- 
duction. 

Mr. Boeschenstein would make 
no prediction on the outcome of ac- 
tivities of the international fact- 


finding committee representing the 
United States, Canada and the 
United Kingdom, now studying 
supply and demand factors of the 
pulpwood situation. He said that 
the committee, headed by Charles 
E. Adams, chairman of the board 
of Air Reduction Company, is al- 
ready operating. 

This committee, he explained, 
may make recommendations re- 
garding Canadian manpower regu- 
lations, or U. S. pulp demands, but 
these recommendations could nat 
change the immediate situation. 
Mr. Boeschenstein said Canada has 
already taken some measures to- 
ward providing manpower, by per- 
mitting farmers to cut wood with- 
out the risk of losing their essential 
agricultural classification, and that 
the United States is doing all it can 
to meet manpower, machinery and 
other demands as well as conserv- 
ing through curtailments in the 
weight of stock, and in paper allo- 
cations. 

He urged that publishers give 
full support to the scrap paper drive 
which will be intensified shortly. 
He said the more scrap that is 
turned in, the quicker we will get 
some measure of relief from the pa- 
per pinch. 


Recommends New Cut 


Meanwhile, the WPB newspaper 
industry advisory committee rec- 
ommended a 5% cut in newsprint 
for the fourth quarter of 1943. On 
top of the cuts in the first and third 
quarter, this cut means a total 15% 
cut for the year. 

The committee refused to ap- 
prove a suggested 14.5% cut, how- 
ever, voting to take the deficiency 
tonnage out of inventory. The 
committee also recommended that 
inventory requirements in the 
Northeast and Central regions be 
reduced from 50 to 40 days, and 75 
to 65 in the South and West. 

The committee hesitated to make 
the larger cut pending a report 
from the international fact-finding 
committee on whether Canada 
would continue to provide its 
monthly supply of 210,000 tons of 
newsprint. 


NEWPORT NEWS 


of Circulation 


More Than 50,000 
Net Paid Circulation 


National Advertising 
Representative: 
Interstate 
United Newspapers, Inc., 
New York City 


¢ GROWING 
NEGRO, MARKET 


Member, Audit Bescon ‘ 
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In less than three years, 
Negro population in the East's 
No. 1 defense area — Norfolk, 
Portsmouth, Newport News [|< 
— has soared from 108,167 [fy 
to an estimated 189,000. ny 

Here is a rich market — PS 
57,600 Negro families, with 
average weekly earnings per 
family of $50 (conservative 
estimate). 

According to a Department 
of Commerce Bulletin, based 
on 1940 census figures, 40 
per cent of Negro dwellers in 
Virginia are home owners. 

Are you cashing in on the 
opportunity such a market 
offers? Let the Journal and 
Guide help you. Its 50,000 
copies every week enter three- 
fourths of the Negro homes of 
this area. It is the KEY to 
the Norfolk market. 


W 


NORFOLK PORTSMOUTH NEWPORT NEWS 


THE SOUTH’S LARGEST NEGRO NEWSPAPER 


| Covering « $150,000,000 Market in the East's No. 1 Defense Area He 
ve oe $150,000,000 Market in’ Amstiée's)-#1. Debesme Area 


The advisory committee ap- 
pointed a subcommittee of seven to 
meet in 10 days to consider further 
developments. The full committee 
will meet monthly hereafter. 

The advisory committee discussed 
and recommended reforms in WPB’s 
handling of appeals for supplemen- 
tal paper. It suggested that ap- 
peals to be taken “in written and 
only in written” form and that all 
telephone and personal interviews 
be discontinued. The committee 
also asked that appeals be filed, ex- 
cept in emergency, at least 15 days 
before the quarter in which supple- 
mental paper is asked, and that ac- 
tion be taken within 15 days after 
the quarter begins. 


Expect Magazine Cut 


Although Washington was alive 
with rumors of a cut in magazine 
stock, no decision on fourth quarter 
allotments has yet been made. Here 
again, it is believed that a cut is 
coming, but that the extent will de- 
pend on the international commit- 
tee, which expects to report by 
mid-September. 

Charles E. Adams, acting chair- 
man of the fact-finding committee, 
at his office in New York said his 
group has no further announcement 
to make at this time. 

One organizational meeting of the 
committee was held in Washington 
last week and another will be held 
next week. At least one meeting 
= be held in Canada at a later 

ate. 
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Staff members of the Combined 
Production and Resources Board 
and the Combined Raw Materials 
Board are now at work gathering 
all the available statistics on the 
woodpulp and paper situation for 
study by Mr. Adams’ committee. 

Mr. Adams said his group will 
not discuss the subject while the 
study is being made, but the entire 
matter will be treated in an official 
report. 


ESSENTIAL RATING 
BELIEVED DOUBTFUL 


Ottawa, Sept. 1—The Canadian 
government has made no decision, 
to date at least, to declare newsprint 
an essential industry or increase its 
manpower rating pending the find- 
ings of the joint tripartite commit- 
tee whose appointment was an- 
nounced recently by WPB Chair- 
man Donald M. Nelson. 

Despite columns of press inter- 
views and much optimistic publicity 
as to the prospect of increasing or 
maintaining Canadian newsprint 
supplies, the only positive answer 
which visiting members of the Con- 
gressional subcommittee were able 
to take back to Washington, D. C., 
after last week’s meetings here was 
the appointment of the special U. S.- 
Canada-United Kingdom committee 
to report on the “requirements and 
supplies, uses, production and dis- 
tribution” of the pulp and paper in- 
dustries of the three countries. 

It has been reiterated that the 


whole matter is a question of man- 
power and that all Canada need do 
is find 20,000 more men to main- 
tain the cut and ensure adequate ex- 
ports to the United States. Such a 
solution was described by one visit- 
ing Congressman at Montreal as 
“immediate, decisive and rational 
action” and there have been re- 
peated assurances that it will be no 
great problem for Canada to find 
the necessary 20,000 men which 
would put everything to rights once 
more. But there has been an ap- 
parent closing of eyes to the alter- 
native which looms increasingly as 
the one most likely to be adopted, 
namely, that manpower crisis condi- 
tions in Canada point increasingly 
and perhaps inevitably to further 
curtailment. 


To Reach Farm People, Reach the 


2973 


. « the leaders in Agriculture and 
Home Economics who influence the 


MEN and WOMEN — 
FIELD LEADERS 


buying of your products for the farm | 
and farm home. Write for data . . . 


Don’t waste time selecting papers that: 


are not being made during wartime 


Get the 
Hammermill 
Manual of Paper 
Information 


a 


Gives you quick answers to 
these questions: 


* WHAT GRADES? 


+ WHAT SIZES? 


Dont puzzle about what 
papers you can get today. 
Don’t waste valuable time 
choosing papers for broad- 
sides, folders or accounting 
forms only to discover later 
that they are just not being 
produced during wartime. 

If you buy—or specify — 
printing and paper, you will 
find the Hammermill Manual 
of Paper Information an inval- 
uable guide and time-saver. Its 
24 pages are conveniently in- 
dexed and contain the detailed 
story of the still extensive 


« WHAT COLORS? 
+ WHAT FINISHES? . WHAT WEIGHTS? 


range of over 1000 items of 
Hammermill papers now avail- 
able under wartime restrictions 
of paper manufacture. 

This manual will help you 
save time in selecting paper. It 
will help you eliminate time 
wasted in specifying grades 
and colors no longer made. And 
it will help you order sizes that 
cut economically, in quantities 


Erie, Pa. 


rococo -------- 


Hammermill Paper Company, 


Please send me, free, my copy of the Hammermill Manual of Paper 


that can be handled and 
shipped economically. 

Get the answers to the ques- 
tions of what grades, colors, 
finishes, weights and sizes of 
Hammermill paper are avail- 
able today in the Apne 
handy pocket size 
Hammermill Manual 
of Paper Informa- 
tion. 
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Ads to Aid Public 
in Yule Mailing 


to Armed Forces 


New York, Sept. 2.—Plans for a 
coordinated campaign to acquaint 
citizens with the need for early 
mailing of Christmas packages to 


men overseas and to urge care in| jj 


addressing and wrapping gifts prop- 
erly were outlined today by the War 
Advertising Council before a meet- 
ing of department store and adver- 
tising executives and editors of 
business publications. 

Developed in cooperation with 
the War Department, the campaign 
is expected to enlist the support of 
local and natiorlal advertisers 
throughout the country who will use 
their advertising space and time to 
furnish the public with official 
Army information regarding the 
mailing of gift packages abroad. 
Current regulations which specify 
that no packages may be sent over- 
seas without a written request from 
the soldier himself will be sus- 
pended for the period between Sept. 
15 and Oct. 15. It is estimated that 
the Army postal service will under- 
take the handling of more than 10 
million packages during this time 
and the public will be asked to peak 
its mailings before the end of Sep- 
tember, thus avoiding a last-minute 
jam as the October deadline ap- 


Promotional material designed to 
guide advertisers in supporting the 
Army campaign was prepared by a 
task force of the War Advertising 
Council, comprising W. H. Beckwith, 
advertising .manager, Royal Type- 
writer Company, volunteer council 
campaign manager; Grey Advertis- 
ing Agency, volunteer agency, with 
Ben Gordon in charge; and Edwin O. 
Perrin, staff manager for the coun- 


Available for immediate distribu- 
tion are fact sheets covering the de- 
tailed Army postal regulations and 
other information on gift mailing. A 
retailers’ campaign book containing 
suggested newspaper advertise- 
ments, radio commercials, posters, 
window and interior displays and 
other promotional tie-ins will be 
ready soon. Copies of both may be 
obtained from the War Advertising 
Council, 60 East 42nd St., New York 
7. 


ROY M. DAVIS 


New York, Aug. 31.—Roy M. 
Davis, 61, assistant treasurer of 
General Foods Corporation, died 
yesterday at his home in White 
Plains, N. Y. Mr. Davis joined the 
Postum Cereal Company, Battle 
Creek, one of the group of food 
companies which later became Gen- 
eral Foods, in 1907. He celebrated 
his 36th anniversary with the com- 
pany Aug. 1. In recent years he has 
been in charge of financial opera- 


proaches. 


‘True Story’ Rate Card 
No. 39 Released 


True Story has issued rate card 
No. 39, which eliminates horizontal 
half-pages in four colors, and 
changes the circulation guarantee to 
2,000,000 net paid, based on yearly 
average. 

The rate card also establishes firm 
order dates of the 10th of the third 
month preceding date of issue for 
black and white and black and one 
color; and the 20th of the fourth 
month preceding date of issue for 
covers and inserts. 


Saunders Named A. M. 


Charles F. Saunders, formerly as- 
sistant advertising manager of 
Florence Stove Company, has been 
appointed advertising manager of 
Independent Lock Company and 
Lockwood Hardware Mfg. Com- 
pany, Fitchburg, Mass. He will co- 
ordinate the sales promotion activi- 
ties of the associated companies, in- 
cluding supervision of catalogs, 
sales training programs and post- 
war advertising. 


Field Issues Booklet 


The manufacturing division of 


has issued a booklet, “Wartime Visit 
to the Manufacturing Division of 
Marshall Field & Co.,” for distribu- 
tion to stockholders of the com- 


tions of General Foods’ frozen foods. 


pany. 
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than a dollar 
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People, with desire for your products and with money to buy 
them, make your market. The more concentrated the market, 
the more economical your selling, the more effective your adver- 
tising, the more convenient their buying. * In the United States, 
there are twelve states that are over three times as densely 
populated as the other thirty-six. On 28.8% of the country’s 
land area, live 56.6% of the nation’s population with average 
per capita incomes that are 25.9% higher than average incomes 
for the rest of the nation. * These twelve states contain 68.1% 
of the nation’s taxable wealth, produce 72.5% of the total value 
of manufactured goods, do 65.3% of all retail trade, have 60% 
of the registered motor vehicles, and contain 57.5% of the 
nation’s owner occupied homes. * That’s concentration of Pros- 
pects and Popular Mechanics gives a concentration of circula- 
tion that matches it because 67.1% of its United States circula- 
tion is concentrated in those twelve states. * You can take 
advantage of this triple concentration of consumers, buying 
power and circulation and do so economically. Whether you 
use one page or twelve, the cost per page per thousand is less 


thirty cents. 


PoPULAR/ fECHANICS 
Sere 


200 East Ontario Street, Chicago * New York * Detroit * Columbus 


| 
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cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 
other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


Marshall Field & Co., New York,)} 


BUSINESS OPPORTUNITY 


HELP WANTED 


DAILY NEWSPAPER—successful, ex- 
clusive, county seat field; $250,000 
cash; J. R. Gabbert, Box 512, River- 
side, California. 


HELP WANTED 


CREATIVE ART DIRECTOR pref- 
erably familiar lithographed dis- 
plays. Man we are seeking is 
probably now employed, but is 
thinking post war and of ad- 
vancement. State starting salary 
expected and draft status. Chi- 
cago area. 

Box 4296, ADVERTISING AGE, 

100 E. Ohio St., Chicago, 11 


CIRC, ASST.-NATL. TRADE MAG. 
Use foresight! Better have perma- 
nent position on our staff, open now, 
than be on waiting lists when war 
ends. Good starting pay. Knowledge 
of ABC records and fulfillment work 
req.; typist. Loop publ.; 5 day wk. 
Box 4295, ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 


Advertising & Sales 
PROMOTION 


Opening in important and growing 
department of essential Dayton, Ohio 
industry in secure position for post- 
war, requires man qualified to plan 
and take responsibility of promoting 
programs to nationwide field sales or- 
ganization and to customers, and for 
important employee relations activi- 
ties. Should be “promotion-minded,” 
creative writer-bulletins, letters, pub- 
lications, posters, exhibit activities, 
contests, ete.; able to organize and 
handle detail. Write fully, education, 
experience, age and draft status. 
Strictly confidential. 

Box 4278, ADVERTISING AGE, 

100 E. Ohio St., Chicago, 11 


Man or young woman for editorial 
work on business paper. Must be ex- 
perienced and capable of writing 
news, articles, rewrite, and assign- 
ments. Write giving complete facts 
of experience and salary requirements. 
All replies will be held strictly confi- 
dential. 

Box 4297, ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Ii), 


POSITIONS WANTED 7 
WANTED 


REAL 
OPPORTUNITY 
IN ADVERTISING PRODUCTION lead- 
ing into copywriting. A year’s expe- 
rience’ in large industrial plant. 
Young man age 24, married, 4F re- 
classification. Ambitious, systematic 
organizer, willing and conscientious 
worker, 
Box 4294, ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 


Advertising Copywriter — Plan Man 
Thoroly versed in all phases of copy, 
layout and production, sales promo- 
tion. Merchandising ideas for na- 
tional organizations exceptionally suc- 
cessful. Seeking connection where 
talents can be used to fullest. Mar- 
ried, 35, deferred. 

Box 4293, ADVERTISING AGE, 

100 E. Ohio St., Chicago, 11 


Top notch creative food ad-promotion 
exec. wants agency or ad manager 
job. Has broad experience. 
Box 4292, ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 


Advertising manager of prominent 
Chicago retail specialty store can 
handle another copy account on free- 
lance basis. Rough layouts. 
Box 4288, ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 


LAWYER, 6 ivertis 


specialist in advertising 
law, familiar with FTC and court rul- 
ings and their application to adver- 
tising copy writing, also nationally 
known as writer on advertising law, 
is available for position as house at- 
torney with large agency or adver- 
tiser willing to pay substantial salary 
to man of unusual background and 
ability. 

Box 4253, ADVERTISING AGE, 

100 E. Ohio St., Chicago, 11 


A skilled commercial artist desires 
free lance work-lettering, spots gen- 
eral finish black and white drawings 
on a free lance basis. What have you 
to offer? 
Box 4255, ADVERTISING AGE, 
100 E. Ohio St., Chicago, 11 


Acquires Dopp Line 
Buffalo Foundry & Machine Com- 


merly built by Sowers Mfg. Com- 
pany. The engineering, manufactur- 


pany, Buffalo, N. Y., has acquired 


ing and sales personnel have been 


the entire line of Dopp kettles, for-/ retained. 


A War Market 


federal census. 


CHARLESTON 


SOUTH CAROLINA 


War work has skyrocketed Charleston’s population to un- 
precedented heights—and current retail sales, bank clear- 
ings, postal receipts, war bond purchases, etc., reflect the 
beehive of activity that is part of the city’s daily life. 
But a tremendously important fact to remember is that 
long before the war came this trend had set in-—as evi- 
denced by the substantial increase in population which 
occurred between the taking of the 1930 and the 1940 


Market-wise advertisers are coming into this “War Mar- 
ket with a Future’» NOW—for immediate results—and to 
be in position to take full advantage of post war spending 
when the tidal wave of pent up desires hits the market. 


182, 


ABC CITY ZONE POPULATION 


*ABC Audit Report as of March 31, 1943—Available Now 


Obtain your copy of this report for detailed information re- 
garding the circulation and distribution of these newspapers. 


Right Now—Schedule 
THE POST-NEWS AND COURIER 


CHARLESTON, S. C. 
Represented by The John Budd Company 


OWNERS OF RADIO STATION WIMA (NBC) 


With a Future 


OOO: 
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Maver ising Age, September 6, 1943 


Pabst Copy ‘Sells’ 
Home Snapshots 
for Servicemen 


(Continued from Page 1) 


the Pabst copy adds: “It’s only a 
snapshot, perhaps creased in the 
middle, stained and dog-eared from 
constant thumbing, but to a boy on 
some distant hilltop, it brings treas- 
ures of memory. It’s home...made 
real, brought nearer, by a few 
square inches of paper.” 

Pabst doesn’t make or sell any 
products used in photography and 
admits candidly that when it comes 
to pictures, “we of Pabst have no 
axe to grind. But we do know how 
much they can mean to a boy away 
from home, and, well, how long has 
it been since you sent him new pic- 
tures?” 

Here are some of the hints Pabst 
offers: borrow a camera from a 
neighbor if you need one; make the 
pictures small enough to fit a wal- 
let; send them by V-mail (although 
under certain restrictions); and 
make them informal poses. 

Actual Pabst copy is confined to 
the last two paragraphs and blends 
with the wartime theme. 


A Friendly Symbol 


“Of course, if a glass or two of 
Pabst Blue Ribbon beer happens to 
get into the picture,” it says, “that’s 
only natural when good friends get 
together. For all over America, this 
great beer is the symbol of friendly 
companionship. It’s full - flavor 
blended to give you all the taste- 
tones of a complete beer. 

“And whether you’re taking pic- 
tures, or just enjoying a quiet hour 
of relaxation—a cool, frosty glass of 
delicious Blue Ribbon beer always 
hits the spot. No matter where you 
go, there’s no finer beer, no finer 
blend, than Pabst Blue Ribbon.” 

While all reports aren’t in yet, 
Pabst expects the film makers to ap- 
prove its wartime recommendations 
for picture taking, even though these 
producers, as well as the brewers, 
can’t make enough now to supply 
all civilian wants. Robert M. Dunn, 
advertising manager of Agfa Ansco, 
Binghampton, N. Y., wrote the com- 
pany that he was “pleasantly sur- 
prised” by the advertisement. L. H. 
Bartlett, Eastman’s director of ad- 
vertising, said the copy “is causing 
more comment among folks here at 
Eastman Kodak than anything we 
ourselves have done for a long time. 
It has taken over the limelight and 
it’s all right with us.” 


Publishers Cooperate 


The Chicago company, incidental- 
ly, found that cooperation pays divi- 
dends these days in giving publish- 
ers a wider latitude in running the 
page copy. It asked for Monday 
releases, but gave a five-day leeway; 
all but a few dailies ran it Mon- 
day. A month ago, when Pabst 
arbitrarily asked for an exact date, 
it got a widely spread schedule. 

Pabst probably could sell many 
times as much beer as it can now 
produce, Mr. Talbott told ApDVERTIs- 
ING AGE, but despite wartime re- 
strictions is this year spending the 
largest advertising appropriation in 
its history. It leads in the industry 
and ranks high among the list of 
major national advertisers. 

It started off the year with two 
full pages in the newspaper list, 
continued with a series of 1,280-line 
advertisements, and then stepped 
up to the full-page category again 
last month. Cooperating with the 
war effort, the company supported 
the scrap drive, meat conservation 
and share-the-car campaigns early 
in the year. More recently, re- 
guests for reprints have come in for 
advertisements humorously pre- 
senting scenes on the home front, 
including the backyard picnic and 
the willing but inexperienced hus- 
band who tries to help with the 
home canning, admitting that “I 
used to be a mess sergeant.” 


Continues Second Series 


Pabst also is continuing its series 
of full color “Blue Ribbon Town” 
advertisements, with a distinct war- 
time flavor, in more than 45 na- 


MAILING SERVICE 
Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 
451 8. Dearborn St.. Chicago Wab. 8655 


tional magazines. These advertise- 
ments have emphasized the friend- 
liness engendered by the war in the 
average town, with neighbors really 
getting acquainted with each other. 
Copy points out that Blue Ribbon, 
too, is a symbol of friendly com- 
panionship. 

A network radio program star- 
ring Groucho Marx, outdoor adver- 
tising, spectaculars and special copy 
to the trade round out the ambitious 
’°43 program. 

The Groucho Marx funfest, which 
Pabst launched last March over 
CBS network, includes 116 stations 
coast to coast and is broadcast Sat- 
urday nights. After the broadcast, 
the troupe adds an impromptu hour 
of skits for servicemen at whatever 
camp the program happens to be 
“playing.” Listeners who write in 
to the company are sent an eight- 
page folder, “The Story of Blue 
Ribbon Town,” written by the 
comedian himself. 

Straight selling copy has marked 
the outdoor schedule to date, ap- 
pearing in a total of 49 markets, 
but the 24-sheets will go over 100% 
to the war effort this month in full 
support of the 3rd War Loan drive. 
Pabst has continued operation of 
its spectaculars in Chicago and Mil- 
waukee, frequently using messages 
soliciting enlistments and support- 
ing various branches of the services 
and government war _ agencies. 
Trade messages, covering special 
problems of the current market, are 


continuing in club and fraternal 
publications, grocery trade, hotel, 
liquor, restaurant, service and spe- 
cial publications. 

Warwick & Legler, New York, 
handles the Pabst account. 


FCC Sets Sept. 10 
for Hearing on 
Blue Net's Sale 


Washington, D. C., Sept. 3.—A 
public hearing on the first radio 
network sale in history will take 
place here next Friday when the 
FCC considers the transfer of the 
Blue Network from RCA to the 
American Broadcasting System, 
owned by Edward J. Noble, former 
Under Secretary of Commerce, and 
chairman of the board of the Life 
Savers Corporation. Since FCC 
does not license networks, technic- 
ally, the hearing has been called to 
consider the proposed transfer of 
WJZ, New York, WENR, Chicago, 
and KGO, San Francisco, only three 
station sales involved in the $8,000,- 
000 deal. 

The issues that will arise at the 
hearing are not yet known, but it 
is probable that the principle argu- 
ments will center about Mr. Noble’s 
purchase in 1941 of WMCA, New 
York, from Donald Flamm. Mr. 
Flamm has charged that he was an: 
“unwilling seller.” 


Another possible party in the 
proceeding may be the CIO, which 
appeared before Commissioner Nor- 
man Case last Tuesday to argue its 
petition to intervene in the hearing. 
CIO has asserted that the Blue 
hearings would afford it a proper 
forum to .present its view on “a 
serious defect in the control and 
operation” of radio. Commissioner 
Case ruled Tuesday that CIO was 
not an aggrieved party in the pro- 
ceedings, and that he was without 
authority to rule on the petition. 
He has referred the matter to the 
full commission for consideration. 


RCA and CIO Participate 


The CIO petition, filed with the 
FCC Aug. 27, was directed chiefly 
against the NAB code, contending 
that NAB was “excluding labor 
from the air.” 
fore Commissioner Case, Eugene 
Cotten, appearing for CIO, admitted 
that the union did not wish to im- 
pede or oppose the Blue transfer. 

Mr. Cotten asserted that stations 
have voluntarily bound themselves 
to the NAB code, with resulting 
damage to labor. He said CIO 
wished to appear so that the com- 
mission might be fully informed of 
the nature of the obligation stations 
were taking on. 

Gustav B. Margraf appeared for 
RCA to opose the CIO plea. He 
argued that the CIO complaint would 
broaden the hearing beyond control. 
Mr. Margraf explained that the CIO 


At the hearing be-|j 


argument might be applied to 
almost any case before the com- 
mission, and that it opened the way 
for other groups, such as NAB, to 
intervene. Willard Egolf, NAB 
counsel, was present at the hearing 
but did not participate. 


Mathesius Appointed 


Walter Mathesius, vice-president 
in charge of operations of United 
States Steel Corporation, has been 
named president and a director of 
the subsidiary Geneva Steel Com- 
pany, formed to operate the new 
Defense Plant Corporation steel 
works at Geneva, Utah. J. R. Greg- 
ory has been appointed vice-presi- 
dent in charge of sales. 


WANTED 
Assistant circulation man- 
ager for business paper. 
One familiar with ABC rou- 


tine and fulfillment work. 
Man or woman. 


Box 4290 
Advertising Age. 
100 E. Ohio St., Chicago 11 


“Type must tell the tale as well as the art,” is the way Bill Irwin 
puts it. And Bill can put it!...as Art Director of Blackett-Sample 
Hummert, Inc., New York advertising agency, and President of 


the Art Directors’ Club, he’s “in the know.” 


You're really talking, Bill. And it’s mighty good evidence you 
give. Stymie display and Cloister body type both tell the tale 
of fightin’ men with Victory Vitamins. But then...every mood 
and shade of feeling can be subtly expressed by ATF types. 


American 


TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth 3, New Jersey 


Have you a copy of the ATF Red Book of Types? 
If not, send for one. Also, single page showings 
including complete alphabets of the following and 
other ATF type faces. 


a 


This advertisement is set in Stymie throughout 


Lydian 
Spartan 
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Writes Nephew SAMUEL GRAFTON, 


from the middle 


Every Indiana cornfield smiles in the sun and every 
Indiana farmer has a headache. 


The happiest man in Rush County is, undoubtedly, Wen- 
dell Willkie. That is because he knows this is one world. 
When he sits on the porch of his house on North Harrison 
St. (a street which comes straight out of Booth Tarkington, 
maple trees and all) he worrieg about our relations with 
Russia. When you worry about Rissia, gas rationing is not 
so bad. ny 


I think I came across the articulate spirit of Indiana isola- 
tion today. It took the form of a dairy operator, who 
wagged his finger and said fervently: “God bless the Rus- 
sians. They won't accept oleomargarine.” 


* * 


I have had two days of good talk with Mr. Willkie, fine 
talk, long talk. Maybe I can sum up the local political 
situation best by saying that the average Rush County 
farmer you meet hereabouts is so sore at the administration 
that he embarrasses the head of the opposition party. The 
cornfields smile in the sun. But if a farmer cannot get a 
new tire, and his farm is a mile long, and he has to walk 
the length of it and back four times a day, the farmer does 
not smile. 


Much of the political trouble, out here, I would say is 
on the administrative level, and not on the policy level. The 
people who have to give an okay when a farmer wants to 
widen his barn take a month to two months to make up 


their minds. 
* * 


of the Corn Belt 


One gets the feeling that the attitude of many Federal 
officials toward the farmer is antiquated. It is a faintly 
challenging, somewhat suspicious attitude. The official dares 
the farmer to prove he really needs a new tractor part. 
Sometimes that takes two weeks. 


What the government needs out here are “Expeditors,” 
on the Henry Kaiser model, the kind of official who would 
get a man a new tractor part by sundown, and if he couldn't 
get, would make it; the kind of official who couldn't sleep 
if he knew there was a broken-down tractor in the county. 


* * 


Some of the farm talk is unconvincing. The average 
Rush County farmer will pretend to be going broke. But 
just offer to buy his farm, and 
then you see a shrewd man smile. 
The price of Rush County land 
has crept up from $75 an acre to 
$160. 


But this is no setting, right now 
for a bucolic novel. It is big busi- 
ness; the tensions of big business 
are here, quite as much as in 
downtown New York. A farmer 
says: “I'll get in 20,000 bushels of corn this Summer.” You 
realize, suddenly, that his 20,000 bushels of corn are worth 
$25,000. And a half-penny change in the price of meat 
can kill him. 


One of a series of articles by Samuel Grafton, appearing — exclusively in Boston — in The Boston Globe 


The Boston Globe 


Morning - Evening + Sunday 


YOUR ADVERTISING 
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BE BETTER READ IN 
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THE 


NCLE DUDLEY, signer of Globe editorials since 


1891, has become synonymous with The Bos- ( 


ton Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 
in ‘The Globe’.” 


Through seven decades Uncle Dudley’s family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 


Uncle Dudley's family, today: 


Dorotuy THompson ¢ Ernest LinpLey ¢ HELEN Lom- 
BARD ¢ Ernie Pyte ¢ WALTER LippMANN ¢ WituiAM H. 
STONEMAN © JoHN LARDNER ¢ JAY FRANKLIN ¢ JOHN 
Barry « Potty Wesster ¢ Dorotuy Hittyer « HENRY 
Harris «© Harotp PutNaM ¢ SaLiy Stuart ¢ GEORGE 
AnTHEIL ¢ ANN DEAN ¢ Otto ZAUSMER @ JOHN STEIN- 
BECK @ Joun Kieran ¢ Epcar ANSEL Mowrer ¢ Georce 
Wetter @« Neri Gites ¢ Ropert J. Casey ¢ Jerry 
Nason @ Paut Guaut e Henry McLemore ¢ HELEN 
Kirkpatrick @ Ricuarp Mowrer « A. T. STEELE ¢ LELAND 
Srowe « ALLEN HaypeNn ¢ Waverty Root ¢ CARLyLe 
Hott ¢ Dororuy Dix ¢ Emiry Post ¢ Nat A. Barrows 
e Louis M. Lyons ¢ James Morcane Cuartes MERRILL © 
James Powers ¢ Eart BANNER ¢ Ett CuLBERTSON © 
GRANTLAND Rice « Harotp Kasse ¢ FLretcuer Pratt 
¢ Josern F. DiINNEEN © JoHN GUNTHER 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 

United Press 


*Exclusively, in Boston, in Tue Boston GLoBeE 


BEST READ 
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ARMOUR ADVERTISEMENT MAKES ITS OWN NEWS 


How do you rate 
on these 5 things 


EVERY DAY THE WAR 1% SHORTENED WILL 
SAVE SCORES OF AMERICAN LIVES 
ves basse : 4 - oe 
. ra ccna | Mii te Whack sarkat te tant he rates sysiaen today 17) | threw ont fond today 
* ‘* 1 8 oat chine te feat tetay ~~ $06 nat waste an cance ot lent. ~ 


Elmer E. Flagler, president of the Newspaper Representatives Association of 
Chicago, and J. H. Sawyer Jr., chairman of the group's new business committee, 
make a final inspection of the committee's newspaper presentation, “Newspapers 


Get Immediate Action.” It was developed to lure advertising which is now 
appearing in other media. (AA, Aug. 30.) 
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DEALERS GET PREVIEW OF POSTWAR MACHINE 


nur ant omg ‘A OMEMAN HAY HARVEST — 


Konptiore of trot und Diary Posducre few Amactces MA. md orks Roos 
fone 0 Har Mer cont Recon, Hine Meet inate ong Veal thw teomger Sen Comwad Wantr Co radeon Pytiny aad Boirg Reeders 


This war food ad of Armour & Co., which appeared in 156 newspapers Aug. 5, 
gained unusual attention from newspaper editorial staffs as well as women readers, 
due to its timeliness, importance and effectiveness. (Story on Page 40.) 


‘COOPERATE AT HOME' THEME 


: . ; ‘ Cr ba 
Once again, the inevitable shift from crew-harvest to one-mon harvest has come te o major a PREVIEW OF THE ONE-MAN PICK-UP BALER 
farm crop... and once again it is Allis-Chalmest who leads the way. The some kind of : : 

pioneering that made grain, bean and seed harvesting o one-man job ”. . that produced the 


@ in comparison with the usual baling crew of three, four or more = * 
rubber-fired farm tractor ond brought tractor forming within the reach of family-size farms... 


GALLAGHER 
-&BURTO 


Re ATS i wer ee Che 


twine is used gad the operation is ovtomatic. 


be Gas The hay is ROLLED inta a compoct, weather- 


a / j : , men.) ONE MAN ‘operates both the troctor and ‘the’ Ailis- 
" has “done something” about handling hoy, the No, } back-breaker on American farms Chélmers pick-up beter. With this seving in man-power, capo- 
: : * Last yeor, the U. 5. hay crop totaled more son 105 million tons -—~ about one-fourth more than city per day equals of exceeds thot of other existing methods : 
I 4 the totol weight of our record cotn crop; around thrée and one-half times heavier than the totat of hay making 
Z wheat crop. Too much of this staggering tonnage was lifted aod moved by humun muscle; nearly, eae 
all of it depended on lorge-crew- operation A revolution in hay hendling methods is overdue @ Neo boling wire, is required. Ordinary binder 


That revolution & about to explede. A one-man pick-up baler is pow an accomplished foct 
Allis-Chalmers will build it. . 2 ine tools an resistant bole 


va iiabl 
Big things ore ahead for A-C dealers. At in the post, you must be prepared to leod the way 


in Witing drudgery from the buck of the Anverican former @ Like the All-Crop Harvester, the one-man pick- 


: : ‘ up baler is destined te broaden your morket ... from the custom. ol um FN ie P 
LLIS-CH a LM & kK | operator to the individual farmer. Any 2-plow tractor form wherg as Sl Pgh % -,% 
: TRACTOR DIVISION MILWAUKEE: U 5. A 3 . 


_ hay ia grown will be @ prospec! for this boler a. 2 ’ é 


TTIW 


Farm implement dealers were given a preview of postwar machines in this Allis-Chalmers center spread, ‘which appeared 
In keeping with the government's request that critical materials be conserved, Alf recently in business papers serving the implement field. The advertisement announces a new one-man pickup baler which will 
Carleton Ebbesen, advertising manager, Wm. Jameson & Co., has woven a "Co- 


be manufactured by Allis-Chalmers “when machine tools and materials are again available." Bert S. Gittins Advertising, 
operate at Home" theme into this eye-catching display piece for dealers. Milwaukee, is the agency. io 


ADVERTISERS THROW FULL WEIGHT BEHIND TREASURY DEPARTMENT'S 3RD WAR LOAN DRIVE 
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eS BUY WAR BONDS | 
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PP linc acstine. Pe rnin ne TREE 


OLIYWOOD STARS 


>  Aspecio! messoge 
toallAmericons 
cabled from England = * 


- by BOB HOPE 


WAR BONDS PROVIDE A é 
WEST-£56 FOR THE FUTURE 


These will be among the scores of newspaper, magazine and outdoor appeals in support of the 3rd War Loan drive which aets under way officially Sept. 9. In its message, Westclox reminds consumers that "Big 
Ben and other Westclox are not being made until further notice.” Royal Crown Cola bond copy will appear in 500 papers, in 7 and |4-column size. Coca-Cola will employ a total of 20,000 outdoor messages. An 
emotional appeal marks the Caterpillar Tractor Co. magazine copy at the extreme right. 
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The rapid wartime shifting of Industry and Capital has so changed the relative positions of 
one market to another that the major problem of leading business executives today is to deter- 
mine “who is right side up?”’. 


One thing is certain. When we emerge from the dark clouds of war, the position of the 
; South will have been reversed and New Orleans will be well on top. 


ty Most of the war industries in New Orleans are either of a permanent nature or easily con- 
si) verted to peacetime production. The airplane has made New Orleans the hub of North and 
“a South American trade . . . the deep water harbor shelters the ships of every major steamship - 
| line and there is enough oil, synthetic rubber, lumber and agricultural products produced in 
the New Orleans area to more than fill their bottoms! 


Today New Orleans looms up as a high spot on the horizon upon which you can set your 
postwar trade course . . . a course that can be best directed with advertising now in the news- 
papers which reach over 90% of the newspaper reading families of New Orleans . . . THE 
TIMES-PICAYUNE and NEW ORLEANS STATES, morning 149,213, evening 75,532, Sun- 
day 247,215. Representatives: Noee, Rothenburg & Jann, Inc. 
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